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Rough Proofs 


Radio is preparing to establish a 
ynited front, a news story says. But 
it's the customary 8-to-5 there will 
still be plenty of fireworks at NAB 
cont entions. 

> | 


WPB has finally seen a glimmer 
of light and doubled the authorized 
production of farm implements for 
the second quarter. It begins to 
look as if the food production situa- 
tion ought to be in pretty good 
shape by 1944. 


. +. 


The ABC has decided not to try 
to audit readership as a supple- 
ment to paid circulation. After 
thirty years’ experience, even that 
job still has plenty of headaches. 


. 2 ¥ 


Butter substitutes are called mar- 
garine in the ads and oleomargarine 
on the labels. WPB might consider 
streamlining the term in the interest 
of paper conservation. 


a ee 


The Fawcett boys ought to be 
willing to pay at least a small part 
f the cost of that Duluth news- 
per ad in ADVERTISING AGE, in 
iew of the fine position accorded 
Breezy Point and Pelican Lake. 


vse 


The record baby crop of 1942 has 


resulted in exemption from _ re- 
stricted production of baby cribs, 
bathinettes, high chairs and toilet 
seats. Everybody wants to help out 
the infant industries. 


. FF 


Ladies’ Home Journal dem- 
onstrates woman power by showing 
i husband dutifully exercising to 
reduce his front porch. But what 


loes a husband have to do to per-| 


wife to 
tire 


uade hi 
utomobile 
ne? 


rid of the 
her 


get 
around 


7, 


Springfield, Ill., is peeved at 
\DVERTISING AGE because 
shed a Bureau of the Census re- 
sase showing probable postwar 
ositions of leading cities. But who 
as it remarked, “I don’t care what 
ley say about me, as long as they 
\y something?” 


, 3 ¥ 


Southern California raises all the 
ioney it needs for war relief by 
eans of paid advertising, and 
aybe something could be done in 
i@ same way for the relief of the 


PS. 


. oo 9 


Two-thirds of American men 

before they reach the ripe 

se of 30, the Bureau of the Census 

‘pr After that they’re a lot 
to rope and brand. 


> Se 


The Ad Man tells in his Diary of 
ang up in the middle of the 
&ht and putting a bright advertis- 
& \‘ea down on paper before it 


away. He didn’t say how it) 
°Kcd in the cold gray dawn of the 
ning after. 


7 = © 


onal Baseball Week is to be 
ed by sporting goods dealers, 

best displays will be re- 
i with war bonds. Somehow 
ier, this year there ought to 
®a G. A. R. tie-up. 


a Je 
“CVERTISING AGE reports. that 
advertising “emphasizes 


tion.” 
pretty severe method. 
Copy Cus. 


waist | 


it pub-| 


as a means of clothing con-| 
Maybe so, but it sounds | 


Distribution Series 


On Page 32 of this issue 
ADVERTISING AGE _ begins 
publication of a series of 15 
articles on distribution, with 
particular reference to the 
effects of the war on retailing 
and wholesaling. Initial arti- 
cles will study the problem as 
a whole, after which individ- 
ual industries will be treated. 
Begin the series by reading 
the population-change story 
on Page 32. 


Department Stores 
Pull Advertising 
in ‘N. Y. Times’ 


Nation Watches Test 
of Rate Increase 
to Meet Paper Costs 


By HAL BURNETT 


New York, March 12. — First 
| major test of the ability of publish- 
jers to pass rising wartime paper 
|}and production costs on to adver- 
| tisers developed this week when all 
/but one of Manhattan’s department 
|stores and several Fifth Ave. shops 
|withdrew their display schedules 
|from the New York Times. 

The Times last Sunday announced 
lrate increases of 74% to 10%, 
\effective May 7, giving advertisers 
| 60-day protection. The one-time 
|general line rate advanced from 
| $1.00 to $1.10 and the Sunday rate 
| from $1.30 to $1.40. 
| <A. H. Sulzberger, publisher, 
| credited the increase to the recent 
|OPA order permitting a $4 per ton 
lrise in the cost of newsprint, of 
| which the Times uses approximately 
100,000 tons annually. 

Act at Once 


The retailers, including R. H. 
Macy & Co., largest department 
store in the world, didn’t wait for 
| the May 7 deadline to act. Most 
|pulled their copy from Monday’s 
editions, and by Thursday only John 
Wanamake: & Sons remained. 

The large stores stepped up their 
schedules in other dailies, but no 
mass exodus to radio and other 
media was evident, although one 
smaller department store sounded 
out several regional and local sta- 
tions for program ideas, and pur- 
chased a participating spot on WJZ. 

National, amusement, and classi- 
fied advertising remained strong in 
the Times, which decreased its aver- 
lage size by only two pages during 
ithe first four days, while its only 
standard-size morning competitor, 
the Herald Tribune, increased its 


pages. 
Joint Action Unlikely 
William E. Robinson, advertising 


vertising rates would be increased 
May 16. 

Seasoned observers pointed out 
|the stores, as buyers, but that any 
joint action in increasing rates by 
the newspapers would be construed 
as a violation of anti-trust statutes. 

No action was taken by the retail- 
ers when a similar rate increase of 

(Continued on Page 39) 
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total size by an average of three | 


that joint action was possible for | 


Admen Appointed — 
fo New Posts in 
Reorganized OWI 


Dudley Heads New 
Office; Others Join 
Campaign Staff 


Washington, D. C., March 1—| 
The Office of War Information, 
which in the past few weeks has 
successfully weathered a_ political 


REPUBLIC 
BLECTRIC FURNACE STEELS 
storm and won a jurisdictional argu- ——— . 


ment with Col. William Donovan’s ~ a3 = 
Office of Strategic Services, this 


week 
branch. 
Of prime interest to advertising 
men, the division of campaigns, 
which handles the job of preparing 
and coordinating the campaigns in 
which the government is interested, 
came out of the reorganization as 
the Office of Program Coordination, 
with H. Andrew Dudley as chief. 
The new office will be strength- 
ened by the addition of new per- 
sonnel. This week A. R. Whitman, 
formerly an account executive with 
Benton & Bowles in New York, and 
Noble Cathcart, formerly executive 
assistant to Tom Beck, president of 
Crowell-Collier Publishing Com- 
pany, joined the campaigns staff. 


reorganized its domestic 
This is the initial copy in the 1943 cam- 
paign scheduled in business papers and 
dailies by Republic Steel Corp., playing 
up the postwar importance of electric 
furnace steels. (Story on Page 37.) 


Local Appeals fo 
Tackle Critical 
Labor Shortages 


Council, JWT, Work 


Bureau Is Split 


Out Plan to Use 
Other salient changes: 
The old Bureau of Publications | 


Each City's Admen 
and Graphics was split into two) 


divisions, the Bureau of Publica-| New York, March 10.—Highly 
tions, wW:.ich at present has no chief, emotional and _ patriotic localized 
jand the Bureau of Graphics and| appeals will feature the War Man- 
|Printing, now headed by _ Lt.| power Commission’s “womanpower”’ 
‘Commdr. Price Gilbert, ex-Coca- recruiting project, now being devel- 


\Cola vice-president in charge of| oped through the Advertising Coun- 
jadvertising, on loan from the Navy. | ej]. 


| William B. Lewis, who was moved a & advertising 
upstairs from his job as chief of the| manager of Cluett, Peabody & Co., 
radio bureau to become assistant tolis directing the creation of a com- 
‘Domestic Director Gardner Cowles,| prehensive local organization and 
|Jr., will be responsible for all Pro-| promotion plan to help the WMC 
gram coordination and for radio,| ease the serious labor pinch in 100 
motion pictures and graphics and|cities designated as “critical war 
printing bureaus. areas.” J. Walter Thompson is the 
|volunteer agency. 
Deputies Appointed | The plan calls for intensified 
Six departmental deputies have | action in each local area, integrated 
been set up to maintain liaison be-| with a broad manpower program 
tween OWI and various govern-|conducted through national media 
mental agencies and to formulate| by the WMC and the Office of War 
policies in their different fields. Only | Information. 


five have been named as yet, and Complete Package Offered 


two of them are familiar to adver-| 

tising men: James Rogers, formerly Manpower officials and their co- 
with Benton & Bowles, and Clyde | operating committees in each local- 
Vandeburg, formerly public rela- | ity with be furnished with complete 


(Continued on Page 37) (Continued on Page 40) 


Last Minute News Flashes 


* . 
Socony-Vacuum Promotes Super-Aviation Fuels 

New York, March 12.—Full pages in Collier’s, Life, The Saturday Eve- 
| ning Post and Time, plus monthly magazines and business papers, will 
| spearhead the Socony-Vacuum Oil Company’s announcement of “Flying 
| Horsepower” super-aviation fuels. The company this week placed an- 


Buckingham, 


Compton Advertising is the agency. 


Wartime Duties Feature New TWA Copy 
Kansas City, March 12.—Transcontinental & Western Air has placed its 
| 1943 institutional campaign with Collier’s, Esquire, Newsweek, The Satur- 
|day Evening Post, Time and the United States News, plus newspapers 
in larger cities. The headline, 
| is typical of the copy theme, which will inform the public on the airline’s 
wartime responsibilities. Beaumont & Hohman is the agency. 


Dreyfuss Elected President of Canton Glass 
New York, March 12.—Leonard Dreyfuss, president of the United Ad- 


vertising Corporation, Newark, has been elected president of Canton 
Ad-libbing '2| Glass Company, Marion, Ind., manufacturer of hand-made glassware. 
reseed phage meg Forces 30 He will remain active in the agency and continue his duties as civilian 
Editorials 12 | defense director for New Jersey and with Governor Edison’s war cabinet. 
Getting Personal ° . . ° 
imation ter Adsasthere 2 ‘Newspapers, Radio Tell of National Biscuit Award 
Obituaries 40| New York, March 12.—National Biscuit Company today placed one- 
Photographic Review 43\ time full-page advertisements in all New York City and Washington, 
a Planning 26)| p. C., dailies to announce the Army-Navy “E” award to its New York 
rivate Lines 39 ape are . mod ies : 
Rough Proofs ; | Plant. Lowell Thomas served as master of ceremonies for a one-time 
Voice of the Advertiser 1g, broadcast on WJZ. McCann-Erickson is the agency. 


STARTS SERIES 7 Treasury Readies 


Massive Campaign 


for Bond Sales 


Robbins to Direct 


What has become of the Stratoliners?”’ | 


Drive; Peabody Will 


Handle Promotion 


Washington, D. C., March 11.— 
What has been termed “the greatest 
merchandising campaign in the his- 
tory of the world” will get under 
way April 12 as the Treasury De- 
partment opens a “second war loan” 
campaign for 13 billion dollars. 

The campaign will be directed by 
William M. Robbins, vice-president 
of General Foods Corporation, re- 
cently named by Secretary Morgen- 
thau to head the new Treasury War 
Finance Committee. 

Mr. Robbins, who has said that 
he will act as “sales manager” for 
the drive, this week told members 
of the war savings staff that he had 
secured Stuart Peabody, director of 
advertising for the Borden Com- 
pany, to act as advertising special- 
ist in charge of promotion for the 
campaign. 


Robbins May Remain 


It is indicated that Mr. Robbins 
may be permanently attached to the 
Treasury; Mr. Peabody will serve 
for 60 days. 

The drive, scheduled to run from 
April 12 to May 1, will roll the 
Treasury’s bond promotions into a 
tightly-wrapped package. Hereto- 
fore, the department’s promotion 
has chiefly been conducted along 
two lines: one, a continuous promo- 
tion of Series E bonds, using pay- 
roll deduction and other methods of 
securing a large number of small- 
denomination purchasers; the other, 
}a drive through banks and other 
\large buyers to get purchasers with 
larger wallets to buy various inter- 
est-bearing victory fund certificates. 


Combine Two Groups 


In line with the consolidation of 
the objective, the war savings staff 
has been combined with the Victory 
Fund Committee, with the VFC men 
generally taking precedence. 

Behind the scenes of the drive, 
the efforts of the Advertising Coun- 
cil to bring industry and the Treas- 
ury into a close and smooth meshing 
relationship were evident. Mr. Rob- 
bins had a session Monday with the 
Council, and another meeting be- 
tween promotion officials of the 
department and the Council is set 
for tomorrow. 

The principal emphasis of the 
drive is likely to be laid upon the 
212% certificates, and there seems to 
be evidence that the percentage on 
another certificate will be raised be- 
fore the big push starts. 

The fact that the new drive will 
be set up along the accepted mer- 
chandising and advertising lines 
long recognized for their efficiency 


director of the Herald Tribune, told| nouncements in 150 key newspapers in Socony territories to reveal the|!"_ Private enterprise is a sincere 
ADVERTISING AGE today that all ad-| development of new processes. 


| tribute to 


the advertising 
jand again 


demonstrates the faith 
|which Secretary Morgenthau and 
other Treasury officials have fre- 
quently expressed in the efficacy of 
advertising. 


world, 


A task force of six 
advertising agencies, gathered 
through the Advertising Council, 


did yeoman service on the big De- 
cember financing drive, and is cur- 
rently busily at work on the new 
drive. 

Members of this agency group are 
Young & Rubicam, Ruthrauff & 
Ryan, Benton & Bowles, Albert 
Frank - Guenther Law, Erwin, 
Wasey & Co., and G. M. Basford 
Company. 

The council’s coordinator’ on 
Treasury campaigns is Guy Lem- 
mon of Pedlar & Ryan, who has 
been loaned for the task by the 
agency. Harold Thomas of the 
Centaur Company, and vice-chair- 
man of the Advertising Council, 
formerly coordinated Treasurv 
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ADVERTISING AGE 


drives, is now serving the Treasury 
officially. 

Meantime, despite a flurry of in- 
terest in the press and among the 
public as to the number of war 
bonds being liquidated to meet rec- 
ord income tax rates, Treasury 
officials felt secure. Although $63,- 
000,000 was liquidated in Series E 
bonds during February, and al- 
though $28,000,000 was cashed dur- 
ing the first week in March, the 
financial experts still feel that 
they’re sitting pretty. The reason: 
despite the high cash-in, the first 
week of March was a record bond 
buying week, Americans laying cash 
on the barrelhead for Uncle Sam 
to the tune of $142,000,000. 

Against this backdrop of consider- 
able success in selling the small-de- 
nomination bonds upon which many 
Americans will depend for their 
stake in a postwar world, the new 
drive will take place. An authori- 
tative source said today that at least 
one more well-known figure in the 
advertising and sales business will 
join the Treasury to assist Mr. Rob- 
bins in engineering the drive 
through to completion. 


Brooke Joins Blue Net 


John W. Brooke, for the past 
three years on the Detroit staff of 
Edward Petry & Co., has joined the 
Blue Network Company, New York, 
assigned to spot sales in that terri- 
tory. 


Meat Industry 
Leaders Meet in 


Chicago Tomorrow 


Washington, D. C., March 11.— 
Illustrative of the new policy which 
now permits the government to go 
out to the public to explain the whys 
and wherefores of its moves, a sec- 
ond food meeting will be held next 
week in Chicago with the Office of 
War Information, the Office of Price 
Administration, the Advertising 
Council and interested national ad- 
vertisers participating. 

The meeting will be held Tuesday, 
March 16, in the Club Building of 
the Palmer House at 10 a. m. 
Presiding will be Gardner Cowles 
Jr., domestic director of OWI, or 
William B. Lewis, assistant domestic 
director. Announcement of the 
session came as Secretary of Agri- 
culture Wickard revealed that 
rationing of meat, canned fish, 
cheese, butter and edible fats and 
oils would start March 29. 

Government men who will attend 
the Chicago meeting are H. Andrew 
Dudley, chief of the Office of Pro- 
gram Coordination, as the old bu- 
reau of campaigns is now called; 
Herman Hettinger of the same of- 
fice; Morse Salisbury, director of 
information for the Department of 
Agriculture; Seymour Morris, Mr. 
Lewis’ aide; Barton A. Cummings, 


campaign manager for OPA, and 
Lucius Crowell, formerly a Black- 
ett - Sample - Hummert vice - presi- 
dent, and Charles W. Jackson, for- 
merly with Thomas F. Buchanan, 
both of OPA’s staff. 

Advertisers will be represented by 
Paul West, director of the Associa- 
tion of National Advertisers; Nor- 
man Draper, director of public 
relations for the American Meat 
Institute; and Robert C. Pollock, of 
the National Livestock and Meat 
Board. 

Members of council task forces 
who will probably address the meet- 
ing are Vernon D. Beatty, adver- 
tising manager of Swift & Co.; 
James Weber, advertising director 
of Armour & Co.; Neil McElroy of 
Procter & Gamble Company; and 
Leo Burnett, head of Leo Burnett 
Company, the agency named by the 
council to handle meat rationing. 

Col. John Gage of the Chicago 
Quartermaster Depot will talk to 
the meeting, which was called to- 
gether by telegrams from Mr. 
Cowles to some 85 national adver- 
tisers in the area. It is expected 
that around 300 will attend. 

The meeting will enable the gov- 
ernment to present its view of meat 
rationing and the influence of the 
black market. It will also enable 
the government to point out its 
problems to industry, and to ask 
industry’s help. 

The Chicago meeting stems di- 
rectly from the response engendered 


Sales Manager yesterday 
ALLOCATION MANAGER TODAY 


Sales Manager tomorrow 


“N o!- our brand is not off the market!” 


Ohio’s second largest evening 
newspaper thoroughly covers 
not only the great industrial city 
of Toledo .. . but also the 
smaller market centers through- 
out its ABC trading crea. 


Demand exceeding the supply brings hectic days to 


the Salesmanager. Allocations and explanations 


. . . the squelching of rumors . . . and through it 


all the effort to hold good will for his company 


and the brand he sells. 


To maintain position in the market .. . to keep a 


grip on consumer preference for an established 


brand . . . this is part of today’s selling job that 


can safely be entrusted to the power of newspaper 


advertising. 


The standing of your brand in the competitive 


market of tomorrow may be determined by the 


promotion effort you put forth on that brand today 


... regardless of temporary shortages. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY 


PAUL BLOCK AND 


ASSOCIATES 
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NEWSPAPERS CARRY NEW REPORT 
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United Aircraft News 7 
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News of performances at home and abroad go into a new monthly report published 


by United Aircraft Corp. in dailies of 


at the New York meeting of food 
manufacturers. It is likely that 
problems will continue to be dis- 
cussed from time to time at similar 
meetings held in whatever city is 
nearest the focal point of the prob- 
lem then under discussion. 


Celanese Sustains 
Advertising, So 
Stockholder Sues 


New York, March 11.—Declaring 
legal insufficiency, the Celanese 
Corporation and its directors yes- 
terday filed motions in the Supreme 
Court to strike out two causes of 
action in a_ stockholder’s suit 
brought by Seymour Bayer for re- 
covery of $1,350,000. 

The motions urged dismissal of 
charges that the directors had ren- 
dered Celanese liable for $350,000 in 
taxes and penalties through failure 
to report to the Treasury Depart- 
ment royalty payments of $1,750,000 
made since 1919 to Henri Dreyfus, 
vice-president. 

Mr. Bayer also accused the cor- 
poration of spending $1,000,000 to 
further enhance the singing career 
of Jean Tennyson, wife of Camille 
Dreyfus, president, on a radio pro- 
gram over the Columbia Broadcast- 
ing System. 

Curtailed wartime deliveries to 
civilian customers had decreased 
advertising needs, the suit charged, 
and the program was presented to 
“further, foster and subsidize the 
career, fortunes and popularity of 
the president’s wife.” 


Liggett & Myers 
to Maintain Full 
Schedule in ‘43 


Flemington, N. J., March 9.— 
Liggett & Myers Tobacco Company 
will maintain its advertising sched- 
ule in 1943 on the same basis as 
that which prevailed in 1942, J. W. 
Andrews, president, declared today 
at the annual meeting held here. 

In 1942 the company spent $1,581,- | 
371 for magazine advertising and 
$3,699,765 for radio. “The company 
will not hesitate to spend more if 
it will help sales volume,” Mr. An- 
drews said. 

Liggett & Myers is likely to earn 
less in 1943 than it did in 1942 
unless the Office of Price Adminis- 
tration allows cigaret manufactur- 
ers to increase prices, Mr. Andrews 
indicated. “I don’t see any likeli- 
hood of lowered taxes, but against 


| these adverse factors is the possible 


offset of some increase in sales,” he 
said. 

The manpower situation has not 
affected the company seriously, 
since the employment of women to| 
replace men has proved satisfactory. | 


eight plant cities. This is the opener. 


‘United Aircraft 
News’ Makes Bow 
in Plant Cities 


East Hartford, Conn., March 10— 
United Aircraft Corporation ha 
taken full pages in newspapers of 
eight plant cities to extend distribu- 
tion of its new “United Aircraft 
News,” a “report of performance at 
home and abroad.” 

A special staff will analyze news 
of the day which may have bean 
skimmed over but is worthy a 
more extensive treatment in 
United’s _ bulletin. Published 
monthly, in newspaper format, the 
“newspaper” has been divided into 
news on the fighting front and news 
on the production front. 

“Newspapers have been _ useé 
rather than national magazines since 
they afford a wider scope for this 
type of undertaking,” said William 
A. Forbes, account executive 4 
Platt-Forbes, the agency. 

If a propeller runs 100,000 miles 
and only needs a repair job of $2.75 
worth of washers and gadgets 
added Mr. Forbes, it is a pretty 
good indication that the propeller \s 
dependable, and people ought ' 
know about this performance. 


Sedgwick Retires 

Edward L. Sedgwick, owner o 
the Peoria, Ill., agency bearing his 
name, has announced plans to retire 
and will make his residence in Cali- 
fornia. W. Harper Arbingast wil 
become general manager of the 
agency. 
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MAKE UP IN QUALITY OF PRINTING 
FOR THE REDUCTION IN QUANT! 
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 SAUGERTIES, N.Y. 


at : : a 3 ee ae - e eens i y piteer y y i Same a oe a nS a He Ss ie ache ee rs fy oe ae 3a rt ei ee Pa : ana ca sat et ae 2 2 il : ‘ aot 
ae 5 ae : ¥ } ° 7 : : . ures > ek? S aa 
ie i ° "ee ‘ 
: . 
2 hae: 
A tae 
<a M ; 
5 : arch 15, 1943 M: 
a Eee LL - 
ie ; — - a pe a er ne ee mene ere cern ne = : 
te Rr ES | | 
sca ee 
a ean te ee 
a ee a — a 4 
; ea ks | ee ee 
iy .. 
ae 
a | ee 
Siege 5 — 
ane, ; ——————EE - a 
iy 7 “ier Peesrewee GOetent OF wertde steaeat? aeuvesatias, Saet Saetreee. seubeation® —— 
mi pL I LL 
iv ge | : 
ve. a On the Fighting Front ), On the Production Front 
“on : —c:llui 
oe a ' 
ra...’ oe CORSAIR IN ACTION | Gromma Wikeats, One Year of War U.S. NAVY GIVES PREVIEW oF 
at: aie TTT | Gams Empty, Defeat nnn, ststement Roveats TOMORROW'S ARCRAS 
| Jap leres < | Aierett inductry Masting 
if he Sepreme Tost = ae - 
j (| Trapped on Route Home, ast Gastoan comx 
| ; ae oe 9 Fe Wrters Shows low Nery anc 
Sp Phets Bie Enemy oe ee ae Precate tntestry Compe ss 
8 eee 1 Greate few Weapons 
> | ter teene girs tre Grsmmee as | tame onl mem pasa Bins = 
, a te to | sat poses tees 
rT Tt by, © | sseaeres wring Shen nase 
| SS Fe | es Se Se 
Mer td HR oh ped le FS ee 
| Pi ta] by fp eee 
BS hie aa hat ae oe Bee ae ee 
| £ ae ee fh me te eae le ee SS 
} meet at ll : : 
nr soled meg SF ts Se Pn Sane - : : 
| Sere eh rs sees x = 
| Sse ere ager we tate om {Ste poor 
hm , pected in 0 vingie mighty onguae hove he =2|S= ~ inn aoe Sy oe caper case Thasbe co tha Gosaeee et 
Auorasn Sght pone mee ert for the ht tne. 8 Sey commemmmms | Sant Sa, See tet Seat oe we Fh ge yy =o 
: - foam Punt! Matter ccd tht the ‘Vought Cuvait, “ts Ont Gghar do | Sia nase SEE Tren ae ot Bd Sa gen reesten os ogee Se ne oe tape es 
J exgned around (he 2.200 hereaguoe Prot @ Whitney ereouied hae | Sorme wah 6 Wie The Ages comment ped Pee Sen, were sae women me ee 
oe) tees fare te coos the sony in te atone aren, sire brwohen withthe camny | "En Sst maa, Semmens Pe | Entec pw Bon wre - 
be eee Swe Gaunt in snsanty oo Goes eckotnein ROT FTE Sate teat Patten 
see ee | Fhe cea! enmvunccment declared that the tb-eninan how plane le ruted | as mae sat Smormnt open oat Se ty nn 
tee cus | among the fastest high sititade serappare te the work The wom nae at the | 4 "ome Scr om momtem of om of we San a oom - ae of sgren op wo ng 
ae | ee — $$ | Seen rir ee sree Bf oe me =* . =a}: ~ 
| Slee e's a : a | ee nos 0 w + some - Sa 
dee SeSaceiss| eben tk a Se rea nnes |Seeoe |Seee 
a Stiasmsencs — Sale Smear cad sor teew ss 
oats S| emp hirtine Touma cance am toot omen ©) SS oe anes Se 
ee) Soe Fe | ae ree ree |e EE | | NS OT, cs |S 
7 Se scet er teas | Gomme ete teretes teens | SS ee Taser eset fh See pe ae a | RT EE AR | 
2 © eee Rete pone = | —epirmentng 2 tees me Comme! eat | mm mma asisaae| 
- as SS Seepenes coun cmsen | aa aeenel etl ood eae I erm tet tony | pe mat See Pn a 
= hector tn be tes tr te Se | ws Scenes Sus mee | Stag Se meets percareees eee P| | Suey mom te pee paw wee| Sees see eee ee | 
mires | ng ot ea SS ae ES re ee 
: Sa a ass ke bics ots oe | Som ee ae on Oe teem 23 ee ee 
Re i Fe ee yt os 
= Ses Soa wpe tee | se ee ese | Rees Ret meee Om om fl Sty pore oe We | pe re ee eee 
: SoS = =| _— Sa esl % see S| Sores. 
Ties apes wae | Cate le beers ee. a weno [SESS | SS 
fe | SSS | 100,000 tldes $2.71 Repaars i yee Ret enna Eta pe 
i ee Oe | SS Se ees | SST see TON | Sodas Cees | Siete eee | Sees Sa 
| a fr Fe 
} ————| AS beled ff == 9G et a a aa 
Meese eeee | teseres| eee ee ee SS 
Sr = | SiS SS Se Eee | a 
| femme FF a far pg SL peepee |= ioe | Se 
BO a eo ed Cae tee tee |e St 
a Saas | = Ssoc =| trots SSS 
. ea Soom ated ter we ceptcrnaly ne pre | Son Sang to beds & The Rtersty Om | ame c Aas Marios 2 comets comet | wat SOs tate HF he 1h pears wae 
ee] 'S beshdiipeelapingitadingll Fee te ie Et oa eal lee 
pa Omer ed | ere Pe oer Preeti | SS ene Es oe 
Se reese wns & emae Foe | +] _ Pew Ge oe Bemtine trenton tas | Sn Sow enchines oom nenaing Gusset Comm 
; SSS || redey’s tmoap— HY a A 
| —— Amartca’s Wer Planes tn Action | Oj ore wm onan ine | Sewn for manne We per es | Sage yy ee 
Cocattence Contorece Gide _—_— a fe EE 
We United's Engines rr Qe ee ee | | eS 
Rt a SS en 5 eS 
ae a eves a — a gd ee 
3 on : im poo EE SES 
Seta —— Po ad 
. = =| | : fee Ree | Save | a eo 
ue ~~ ~ mms Caen — ——— —— —~ 
LES tS s 4 SS — - fe bon sree 
— on “_ * P. . ee dl Lae ee 
fap ce peed hed Seay H St 1 Sstce bee =o: 
be ee ed — = Sect =. Ee Ponte Mtl se Pon Wee Leet tou 
; mos 7 SE a Om) Be 
=a SS ” oes pa et a ed Re ee be te 
: hy AS 4 3 a ee eet Ft 
a | Sg are Sos ee | ete, ee fee! |e ee | 
a. Spears Se See SS eS S| 
i Sine ad tee aT 
a : ee eo Doin ee Be ee 
ont ee eaten diieediaenitel * : ad alleded Ctx 
ae ee ee = ee ee 54 ? ~. Soe S&S @ se Sy tS ee 
ih 1 tam . a oy ass ho a a aed 
| ee Sg SS Eo ee 
pg ag ty st: oe oe pg gd Fy pny nd Te 
pA 1 pA OS Ra ESS 
“a ee | eee Seles Se fae | See eae ee | tee 
a ’ ta ==:> = rs St | SS Se eS eee 
| , 
se ' : } 
- % , | 
pe | 
ee jag 4 | 
ae . ai . ‘ | 
tae “es % , ’ 
7 ‘ . \ | 
a = oe - 
os: 7 et am 
"te ee ‘ 3 4 i 4 
a a aa ee é ’ A 
lee ie F ae ‘ | 
ce ae a ¥ * ; 
ba Es “a , ~ | 
we tS : a 2 ae : 
Barats “4 + fee & 1 em, J ; “J \ 
ee J rd Rig BORE” Here ig oe & 
wa ‘ aaa hn” tp a =e ee Rs . 3 
- * oh eee i a e. 4 4 
ree F * ant & ‘ 
; P ie We coe ae + ¥ | 
a a if ee 3 ee ae ad  . ‘ 
Ome, eee = af 2 
i oa oa of ie? ‘a oe bi oe se ape | 
bear mnie mh ues i +. a me . " 
Aten. * ie yes : ss ae a, | Re ‘ 
aie, RE er 
ae ? Si sag Bee aa oe Shy oe a OO a . 
aii a ial ae ge 2 a oar 7 2 ae a 
ne ea ie a, vy a: SO, ’ 
To 5 Fs ae: wusliname ; 4 * a 5 ele? 
3 or eee. fe Bart. oe “ ; ; 6 
a ei ; . 2) ere ‘ ‘ fk : ‘i = etme ’ 
a ee ig : te alla & ve aaa es : } 
' esac Hoey ¥ pees Lee) ie Men oe es a 
any” $6 2 : See Oe [i Sain, oe P | 
.. ee 4 > a ie ee een aa) ein a : Sah oe $ 
oll 2 ae eae as, ar ee ia ee | ss Pe 
et a | ‘Kee hy or at ee ee ee Oe i | 
iat Bh te. ae, oe “a a a eee ee Ce ea hes 
ea Bs ie se eat ‘= aoe ae te 4 : " - 
a a ” é — ee Teer oS x ee ) 
er ‘ee a eee ee ee ‘ 
ee : ; eae 3 a oe 
. eG. 2 ’ i ie 
igi sail - ‘ ne 5 me) ay ne 
eee ia 2 e ee 
: eee 
: a ‘ a erence 
a a» sill im faa 
TE Ee PS | 
= 
ae 
ee 
a 
th > ae 
aa 
“ $ ——— | — 
3¥ | 
i, Pe 38 ee 
‘. . © 4 
eee SS xX } , 
iy a Se : 
aes eae rm al 
tes . ¥ &j 2 : 
f Co } | ee ) e 
ee | ee 
a Pe i 
= | ie 
PN , 
Same bite ; — 7 
ee A ' ye ema : 
Pas Nil. | 
. pee ee 7 a : — 
. SCC eC as 4 
: ; eC — a , 
vd aM, Ph se y 
balk 
ee 
a et dee 
Bagh sa i ies 
at . pe 4 
3 = a " : 
3 a RS eS ‘ rs ; 
= Lae a . . F , a : , % 


wey 


March 15, 1943 ADVERTISING AGE 


ES - — = . nents 


Daop a circular in front of 
their doors, and it meets more 
wastebaskets than eyes!... Broad- 
cast to them, and you reach a little 
or a lot—depending on station 
coverage, program appeal, and the 
disposition of the prospect!... All 
national advertising aims at these 
fourteen million families—literate, 
urban, and in better than average 
markets. All national media reach 
some of them, with varying degrees 
of effectiveness! . . . But only 
Metropolitan GroupSunday comics 


sections reach fourteen million of 
e e the best families in the 
Fourteen million v2: 
medium of comparable 
size gets to 75% of the 
adults—and virtually all of the 
children—in these families! 


This first national newspaper 
e network ties up in one 
f | , powerful package the 
aml if powe @® @ @ = 14,000,000 circulation, 
the routine reading 
habit, the high reader acceptance, 
the proven performance as local 
advertising media, the circulation 
concentration where it counts!... 
And note the package gives four 
colors—anda space unit big enough 
to show or say a lot! 

And Metropolitan Group is no 
novelty. Many national advertisers 
have been using it profitably for 
eleven years ... And for many 
others, it is still the outstanding 
advertising opportunity of our 
times! .. . Investigate! 


Sunday Comic Section Advertising in: Baltimore Sun * Boston Globe * Chicago Tribune © 
Cleveland Plain Dealer * Detroit News * New York News * Philadelphia Inquirer + Pittsburgh Press etro QO Itan 
St. Louis Globe-Democrat * Washington Star * Des Moines Register * Milwaukee Journal 

Minneapolis Tribune ¢ St. Paul Pioneer Press * ALTERNATES: Boston Herald + Detroit Free Press * New York Herald Tribune 

St. Louis Post-Dispatch * Washington Post * OPTIONAL ADDITIONS: Buffalo Courier-Express * Cincinnati Enquirer * Columbus Dispatch 

Dallas News * New Orleans Times-Picayune * Omaha World-Herald * Providence Journal * Rochester Democrat & Chronicle Tou 
Springfield Union & Republican * Syracuse Post Standard * METRO PACIFIC: Fresno Bee * Long Beach Press-Telegram * Los Angeles Times 

Oakland Tribune * Oregon Journal * Sacramento Bee * San Diego Union + San Francisco Chronicle * Seattle Times « Spokane Spokesman-Review *« Tacoma News Tribune 


220 East 42d Street, New York + CHICAGO: Tribune Tower + DETROIT: New Center Building + SAN FRANCISCO: 155 Montgomery Street 
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ADVERTISING AGE 


March 15. 1943 


Don't Juggle Sales 
Quotas Due to War, 


Ramsdell Warns 


Geography Molds 
Pattern of Buying, 
Sales Chief Contends 


New York, March 10.—Arthur T. 
Ramsdell, vice-president in charge 
of sales of the Borden Company, 
today warned market researchers 
against too great preoccupation with 
population shifts in wartime, inject- 
ing the argument that buying power 
has been shifted little, if any, geo- 
graphically, since Pearl Harbor. 

Speaking before the population 
and occupational shifts forum of the 
American Marketing Association, 
Mr. Ramsdell, creator of “Elsie,” 
pleaded for “some sense of sanity” 
in the market estimates of sales 
managers and media promotion 
men. 

If you add up the population in- 
creases claimed by newspapers and 
radio stations here and there, you 
will come to the inevitable conclu- 
sion that the nation has increased 


| by 40,000,000 souls in the last year, 


he contended. 

“What has happened?” he asked. 
“We have increased the number of 
people working tremendously, but 
the population has not increased.” 

Mr. Ramsdell pointed out that 
most researchers have relied on fig- 
ures showing increases in payrollers, 
and assume parallel increases in 
householders, while the apparent 
increases in critical areas have been 
caused largely by wives, daughters, 
grandfathers, and other retired peo- 
ple taking jobs. 


Buying Power Shifted Little 


Analyzing changes from 1933 to 
1939 in key markets, he demon- 
strated that “buying power” had 
shifted less than two-tenths of one 
per cent in the 625 counties con- 
taining cities of more than 10,000 
population. 

Mr. Ramsdell employed the ratio 
of total retail sales in each county 
to the national average as his yard- 
stick. 

He took the recent introduction 
of Hemo by Borden as an example 
of stability in the principal markets. 
The product was introduced nation- 
ally on the assumption that the 
geographical buying power pattern 
had not changed materially since 
1933. Quotas were “spread like 
butter” across the nation, and as a 
challenge to the “gloomy” a 2% in- 
crease was made in the New York 
City quota. Effort was concentrated 


in the 625 key counties. Sales fol- 
lowed estimates “precisely and ac- 
curately,” he reported. 

To the claim that enormous war 
plants draw new families, he coun- 
tered with the thesis that most of 
the workers come from the same 
or adjoining counties, even if they 
move into new housing projects. 

“Don’t be swept off your feet by 
the popular notion of radical popu- 
lation shifts during the war,” he 
warned. “The United States is 
nailed to its highways, its railroads, 
its wholesale and retail establish- 
ments and its geography. We are 
not going to have any significant 
shifts ... even if the war lasts two 
or three years longer. 

“Our factories, our wholesale 
establishments, our retail establish- 
ments, our lines of communication 
are all geared to our natural re- 
sources. In a war economy we can’t 
change this structure and tip it over 
very much.” 


Parents’ ‘Newsletter’ 
Is Wartime Innovation 


Because of limitations on paper 
usage, Parents’ Magazine has started 
mailing a single sheet “Newsletter” 
to persons formerly on its compli- 
mentary mailing list. 

The letter summarizes editorial 
features and advertising news, and 
offers a check list of advertisers 


appearing in the current issue. 


GET THIS HELPFUL BooK-FREE! 


IF YOU ARE A BUYER of printing— 
you will find this new Manual of Paper 
Information a valuable help and a time- 


Saver. 


Its 24 pages, conveniently indexed, 
contain the detailed story of all Ham- 
mermill papers now available under war- 
time restrictions of paper manufacture. 

Whether you are ordering letterheads 
and envelopes, forms, accounting record p-------<<-<---------- 
sheets, file cards, or paper for your office 
duplicators, you'll find this book a wel- 
It will prevent you 
from wasting time specifying grades and 
It will help 
you order sizes that cut economically, 
in the quantities that are handled and 


come trouble-saver. 


colors no longer available. 


POCKET-SIZE MANUAL 
OF PAPER INFORMATION 


Gives you quick answers 
to these questions: 


@ WHAT GRADES? 
@ WHAT COLORS? 

@ WHAT FINISHES? 
@ WHAT WEIGHTS? 


@ WHAT SIZES? 


If you buy 


buyer, you'll 


Erie, Pa. 


Name . 


Position 


calling it to his attention. 
coupon today. 


Hammermill Paper Company 


Please send me, free, the new Hammermill Man- 
ual of Paper Information. 


(Please attach to 


shipped economically. Each page con- 
tains complete grade information plus a 
blank column for your own notes. 


the printing for your com- 


pany, you'll want this new Hammermill 
Manual on your desk. If you are not the 


be doing him a favor by 


Dept: AA 3-15 | 


| 


your business letterhead) 


a a Sei itn cite i celta inline a eke nat i ie Ss a 
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High Court O.K.'s 
Right to Pass 
Out Handbills 


Washington, D. C., March 9.—Two 
decisions of the Supreme Court 
yesterday, both involving the Je- 
hovah’s Witnesses sect, may have 
far-reaching implications on free- 
dom of the press and may equally 
have an important bearing on cer- 
tain types of advertising and adver- 
tising media. 

The two decisions set aside state 
court rulings in which the city of 
Paris, Tenn., and the city of Dallas 
had been upheld in levying fines 
against members of the religious 
sect for passing out Witnesses hand- 
bills without getting local permits. 

The Paris case, in which Justice 
Reed spoke for eight members of 
the court, was summed up by the 
Justice as making the “dissemina- 
tion of ideas dependent upon the ap- 
proval of the distributor by the of- 
ficial.” He declared that the ordi- 
nance “is administrative censorship 
in an extreme form. It abridges 
the freedom of religion, of the press 
and of speech guaranteed by the 
Fourteenth Amendment.” 

In the Dallas case Justice Black 
declared that the city had no right 
to impose a fine for giving out 
handbills on the street advertising 
a Witnesses meeting, even though 
the handbills offered to mail tracts 
in return for 25-cent contributions. 


Advertising Mentioned 


“Of course,’ Justice Black said, 
“states may provide for control of 
travel on their streets in order to 
insure the safety and convenience of 
the traveling public. They may pun- 
ish conduct on the streets which is 
in violation of a valid law. 

“But one who is rightly on a 
street which the state has left open 
to the public carries with him there, 
as elsewhere, the constitutional right 
to express his views in an orderly 
fashion. This right extends to the 
communication of ideas by handbills 
and literature as well as by the 
spoken word.” 

Without drawing a clear-cut dis- 
tinction, Justice Black went on to 
say that “the state can prohibit the 
use of the street for the distribution 
of purely commercial handbills” but 
may not prohibit distribution in the 
case of a “clearly religious activity.” 


CBS Discount Set 
for Adverse Court 
Monopoly Ruling 


New York, March 11.—Columbia 
Broadcasting System this week lib- 
eralized its 15% full network dis- 
count, permitting at least part of 
the dividend to those advertisers 
who order a full network, but find 
that as many as 20-30 stations can- 
not be cleared. 

The plan as originally inaugu- 
rated last July 15, and adopted by 
21 national advertisers using 39 
separate programs, provided a “tol- 
erance formula’ which under some 
circumstances provided the discount 
if all but three stations were 
cleared. 

Under the new formula if the sta- 
tions which do not clear for an 
advertiser represent less than 5% of 
the full network billing, 10% dis- 
count will be allowed, if less than 
10% do not clear, 5% will be al- 
lowed. Other percentages are in 
proportion. 

Adoption of the new formula pre- 
pares for the possibility that the 
United States Supreme Court’s mo- 
nopoly case ruling might toss out 
existing network affiliation con- 
tracts making time clearance more 
difficult. Discounts for near-full- 
net advertisers are set in advance 
by this formula. 


Romig Continues as V-P 

Ivan B. Romig will continue as 
vice-president in charge of sales and 
advertising for Sports Afield. Ap- 
| VERTISING AGE previously reported 
Mr. Romig’s resignation as vice- 
| president and publisher. He has re- 
signed as publisher only and retains 
the former title. 


Heads Anfenger Media 


W. J. (Bill) Johnson, formerly 
with the St. Louis Globe-Democrat 
and Chappelow Advertising Com- 
pany, has been appointed media 
,director of Anfenger Advertising 
|Agency, St. Louis. He succeeds 
|G. R. Bishop, who has joined Emer- 
|son Electric Mfg. Company. 


ae 


—$__ = 


New Kolynos Drive 
to Center Around 
Humorous Theme 


(Picture on Page 43) 


Jersey City, N. J., March 10. 
The Kolynos Company wil] depart 
from the traditional “brilliant 
smile” dentifrice theme wher jt in. 
augurates a hard hitting advertising 
campaign for Kolynos tooth powder 
March 21, using full-page, full-cojo, 
insertions in Sunday newspape; 
supplements in 21 key cities. 

All advertisements will receive 
light, humorous treatment in ¢ay. 
toon style. Initial insertion cente,, 
around “6 Ways to Brighten Yoy, 
Teeth.” One purpose of the drive 
is to familiarize consumers with the 
new wartime container, made of 
non-critical materials in large ang 
medium sizes. 

Under teeth-brighteners, the cop, 
points out that “Hay is pretty good 
Scratchy but thorough. Horses loye 
it! But you’re not a horse. Insteag 
try Kolynos tooth powder.”  Brinp 
is also suggested “but it leaves yoy, 
mouth so puckery, smiles come hard 
How about Kolynos tooth powder’ 
It brightens your mouth 
brightens your teeth.” 

Supplementing the localized coy. 
erage of this drive, one of the ip. 
sertions will be used as a counter 
display, featuring the new yellow 
wartime package. 

Cities to be covered include Bos. 
ton, New York, Philadelphia, Balti- 
more, Washington, D. C., Pittsburgh, 
Chicago, Cleveland, Detroit, Cipn- 
cinnati, Indianapolis, Milwaukee, St 
Louis, Atlanta, Birmingham, Men- 
phis, Dallas, Los Angeles, San 
Francisco, Portland and Spokane. 

Advertisements have been placed 
in the March 8 issue of Drug Topics 
and the March issue of West Coast 
Druggist as a “preview peek at the 
first ad of the most powerful local 
dentifrice campaign ever run.” 
Dealers were advised to fill the gaps 
on their dentifrice shelves with 
Kolynos. 

Compton Advertising, New York, 
handles the Kolynos tooth powder 
account. 
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gives 


I Most Wage Earners at Least Co*'! 
2 Highest Average Ad Readership 
3 Record Pass-Along 

4 Least Duplicated Audience 

5 Cover-to-Cover Readership 


G Moves with the Payrolls 
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THE BLACK MARKET 
7 IN MEAT 


:  uilaie e  e | as covered by 


r 
in- ' | 
“ws | 
" | EDITORIAL NOTE: | L, Chi 
. ! ! Ihe Chicago Sun 
“4 : Ages ago, through a great miracle, the mul- ! 
* | titudes were fed from five loaves and two 
em- 
: ; | ry ™ ° ’ . . 
Sa fishes . . . Even then there were probably The Chicago Sun was the first newspaper in 
al | . in ~ . . . ” - 
ce ; some who took more than their fair share. : Chicago and one of the first in America to at- 
Dast ; | tack and expose the evils of the Black Market 
th , ‘ ; ° 
he LGC AEE READENS <manarenaneseses L in meat. Our first article on this subject ap- 
_ peared on the front page of The Chicago Sun, 
vith January 13, 1943. 
k, “a ' 
de Huge quantities of meat intended for our 


army, our navy and our allies, and for civilians 
(on a share-and-share-alike basis) are being 
diverted to satisfy the greed of unscrupulous 
operators and unpatriotic civilians. 


The Sun’s crusade against this growing evil 
has been applauded by livestock growers, by 
the meat packing industry, by patriotic retail- 
ers and by consumers. 


This crusade is typical of The Sun’s all-em- 
bracing editorial policy of supporting all meas- 
ures which will in any way contribute to a 
speedier destruction of Axis powers. 


It is another reason why more and more 
morning readers, sickened by twisted news and 
isolationist editorials, are rallying to The Sun 
and finding comfort in its pages. 


All of which is helping smart advertisers 
realize that 

—it now takes two newspapers to cover the Chicago 
morning field 

—with The Chicago Sun alone you can reach an 


important portion of America’s number two market 
at a remarkably low cost! 


* * * 


Because of transportation difficulties we urge you to for- 


ward orders and plates as far ahead of time as possible. 


THE CHICAGO 


CHICAGO'S MORNING TRUTHpaper 


This will help to insure making insertions as scheduled. 


THE BRANHAM COMPANY, National Representatives. 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattl 
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ADVERTISING AGE 


Plan Board Report 
Causes Stir, But 
Action Is Unlikely 


Provocative Report 
Urges Government- 
Business Partnership 


Washington, D. C., March 11.— 
While the provocative reports of the 
National Resources Planning Board 
which President Roosevelt submit- 
ted to Congress yesterday with his 
endorsement will undoubtedly fur- 
nish the material for endless debate, 
it became clear today that a Con- 
gress which has just refused to 
appropriate funds for the continua- 
tion of the resources planning board 
is not likely to implement its recom- 
mendations in the predictable fu- 
ture. 

The reports themselves have 
drawn mixed reactions in Congres- 
sional circles, although it seemed 
obvious that few had actually read 
their comprehensive text. Most 
members of Congress who indicated 
familiarity with their major provi- 
sions found themselves in agreement 
on some points and in opposition 


on others, but the majority seemed 
baffled by their completeness and 
unwilling to see the government 
march deliberately down a “planned 
economy” plank. 

In addition to the social security 
recommendations, which suggested 
widespread increases in the opera- 
tion of the social security laws, the 
report recommended a series of 
steps for the transition from war to 
peace, primarily designed to con- 
tinue a steady flow of employment 
and enterprise in the transition pe- 
riod. 


Urges Conversion Reserves 


One keynote of this program was 
the suggestion that war veterans be 
given a chance to return to employ- 
ment immediately, with discharge 
pay or allowances and full protec- 
tion of social security rights, while 
war workers are protected during 
the transition period through dis- 
missal wages, possibly paid in 
instalments, liberalized unemploy- 
ment compensation, and employ- 
ment on public works if need be. 
On the other side, the report recom- 
mended the immediate establish- 
ment in the federal tax structure of 
plans which would permit postwar 
conversion reserves, preferably to 
be spent within a comparatively 
short period. 

The board declared that wartime 
controls cannot be relaxed imme- 
diately after the war, and also in- 
sisted that some war production be 


and that demobilization of the 
armed forces be carried out grad- 
ually. It might require “two or 
three years” to overcome shortages 
which necessitated rationing, allo- 
cation of materials, price controls, 
etc., the board said, declaring that 
in the meantime retention of some 
wartime controls is imperative. 


“Partnerships” Suggested 


“Extension and new forms of joint 
private and governmental partner- 
ship” was recommended in the dis- 
cussion of demobilization of war 
plants, such “partnerships” to ex- 
tend not only to shipbuilding, air- 
craft, aluminum, magnesium, certain 
chemicals and synthetic rubber, but 
likewise to public utilities, commu- 
nications, air transport, housing and 
urban development. 

“In some sectors of the economy, 
public interest may be served better 
by the use of mixed corporations 
than by either wholly private enter- 
prise or outright government owner- 
ship and operation,” the report said, 
adding that the degree of govern- 
ment participation would probably 
vary *with the industry. 

The reports further warned of the 
dangers of monopoly, and urged that 
government-financed war plants be 
distributed “among numerous oper- 
ators to encourage healthful busi- 
ness competition.” It also recom- 
mended .that plans be made for 
more careful regional distribution of 
manufacturing from the standpoint 


continued for an indefinite period|of national defense and local diver- 


Institutional and Business 


Advertisers Scheduled in 
THE NEW YORKER 


Airplane 
Manufacturers 


BELL AIRCRAFT CORP. 
BOEING AIRCRAFT CO, 
DE HAVILLAND AIRCRAFT OF 
CANADA, LTD. 
LOCKHEED AIRCRAFT CORP. 
GLENN L. MARTIN CO. 
NORTH AMERICAN AVIATION, INC, 
NORTHROP AIRCRAFT, INC. 
ROHR AIRCRAFT CORP, 
SOLAR AIRCRAFT CO, 
VULTEE AIRCRAFT, INC, 
WACO AIRCRAFT CO, 


Communications 


AMERICAN TEL. & TEL. CO. 

FARNSWORTH TELEVISION & 
RADIO CORP. 

GENERAL ELECTRIC CO. 
(ELECTRONICS) 

MAGNAVOX CO., INC, 

E. H. SCOTT RADIO LABS., INC. 

STROMBERG-CARLSON TELEPHONE 
MFG. CO. 

ZENITH RADIO CORP. 


Financial 


BANK OF AMERICA 

BANK OF NEW YORK 

GUARANTY TRUST CO, OF NEW YORK 
NEW YORK TRUST CO, 


Industrial 


ALUMINUM CO, OF AMERICA 
BAUSCH & LOMB OPTICAL CO. 
CELANESE CELLULOID CORP. 
ELASTIC STOP NUT CORP, 
GENERAL MOTORS CORP. 
CADILLAC MOTOR CAR DIV. 
DETROIT DIESEL ENGINE DIV, 
ELECTRO-MOTIVE DIV. 
JONES & LAMSON MACHINE CO, 
TAYLOR INSTRUMENT CO, 
UNION OIL CO, OF CALIFORNIA 


Publishers 


BOSTON GLOBE 

DALLAS TIMES-HERALD 
GOOD HOUSEKEEPING 
LADIES’ HOME JOURNAL 
LIFE MAGAZINE 

LOS ANGELES TIMES 
MINNEAPOLIS STAR JOURNAL 


PHILADELPHIA BULLETIN 
PORTLAND OREGON JOURNAL 


Transportation 


AMERICAN AIRLINES, INC, 
AMERICAN EXPORT LINES, INC, 
ASSOC, OF AMERICAN RAILROADS 
BOSTON & MAINE R. R. 

NEW HAVEN R. R. 

NEW YORK CENTRAL SYSTEM 
PAN AMERICAN AIRWAYS SYSTEM 
PENNSYLVANIA R. R. 

SOUTHERN PACIFIC CO, 

UNION PACIFIC R. R. 

UNITED AIR LINES TRANSPORT CORP. 
UNITED FRUIT CO, 


Miscellaneous 


AMERICAN ENKA CORP, 
DICTAPHONE CORP. 

HUNTLEY & PALMERS, LTD. 
JOHNSON SUTURE CORP. 

R. H. MACY & CO., INC, 

NATIONAL DAIRY PRODUCTS CORP, 
PEEK FREAN & CO., LTD, 

W. & J. SLOANE 

STRATHMORE PAPER CO, 


With the majority of industry completely converted to war production, a radical change 


has taken place in advertising. Heretofore primarily a means for the economical movement 
of goods, it has now been adapted largely to the dissemination of ideas. 


The majority of the companies listed above are not selling products. They are selling 
ideas. Tut New Yorker has a proven record as a medium for quality consumer goods. 


Ideas are the prime factor in the sale of such merchandise. It is only natural, then, that 
these companies should choose Tue New YorkeR to carry their institutional messages. 


THE 


No. 25 WEST 4320 STREET 
NEW YORK, N. Y. 


NEW YORKER 


sification, in this connection suggest- 
ing the retention of selected plants 
in new industrial areas, with financ- 
ing during the war by the govern- 
ment. 


Would Work by Areas 


In addition, the government 
would, if the board’s plans were 
adopted, continue war contracts in 
certain areas where reconversion 
to peace is likely to be slow and 
difficult; select, before the end of the 
war, those plants which will con- 
tinue in operation or in a “standby” 
condition; aid small businesses 
which are war casualties through 
technical advice, marketing assis- 
tance and favorable financing terms; 
and assist in the development of 
new industries and new and im- 
proved processes by maintaining 
free access to materials and supplies 
“unhampered by misuse of the pat- 
ent system” and by government re- 
search. 


Perrin Resigns as V. P. 


to Join Ad Council 


Edwin O. Per- 
rin, vice - presi- 
dent of McCann- 
Erickson, Inc., 
New York, has 
resigned, effec- 
tive April 1, to 
join the staff of 
the Advertising 
Council as cam- 
paign manager. 

Mr. Perrin has 
been with Mc- 
Cann - Erickson 
since 1929 and 
was formerly a Edwin Perrin 
partner in the 
Olmstead, Perrin & Leffingwell 
agency, established in 1925. Pre- 
viously he was with J. Walter 
Thompson Company, which he 
joined in 1929 following service as 
a lieutenant in the Army. 


We 


OPA Appoints Dennison 


George H. Dennison, manager of 
the Pittsburgh Better Business Bu- 
reau, has been appointed a consult- 
ant to the New York regional office 
of the OPA. The appointment re- 
sulted from a plan advanced by the 
war activities committee of the Na- 
tional Association of Better Busi- 
ness Bureaus, of which Mr. Denni- 
son is president. 


March 15, 1943 
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Lever Is Loser 
in Patent Suit 
Against P&G 


Baltimore, Md., March 10. 
ter & Gamble Company emergeg +), 
victor this week in a two-year-oj4 
court battle over patent infrings 
ments with its rival, Lever Brothers 
Company. , 

In a_ 74-page opinion, Feder) 
Judge W. Calvin Chesnut ruled 
against Lever in its suit listing pat. 
ent claims against P & G ang as- 
sociated companies, and ordereq it 
to pay court costs of the lengthy 
litigation. He held that introdye. 
tion of a “new Ivory” soap at the 
time Lever Brothers brought out jt 
new Swan soap did not constityt. 
an infringement of Lever patents 

The floating qualities of the ty, 
soap products were one of the main 
issues in the dispute and Opposing 
attorneys had offered hundreds of 
cakes of various colors as exhibits 
in the court fight. Also submitteg 
were voluminous treatises on soap 
and soap making, and a series of 
microscopic photographs of every 
step in the process of soap making, 

Lever Brothers attorneys told the 
court that samples of Swan had been 
obtained from their laboratories “by 
corrupt collusion between minor 
employes of the plaintiff and the 
defendant companies.” Tria] of 
these charges at Boston was claimed 
last month when a federal judge qj- 
rected verdicts of guilty agains 
D. P. Smelser, manager of P & Gs; 
market research division, and three 
other employes of the company 
(AA, Feb. 8.) 


Proc. 


Sponsors Poster Contest 


Walker & Co., outdoor advertising, 
Detroit, has announced that it wil] 
sponsor its fifth annual poster art 
contest for Detroit secondary school 
students. Cash prizes. will be 
awarded for designs inspired by 
current war campaigns. 


Tests Food Copy 


W. Clark Ltd., Montreal canned 
food manufacturer, has begun a 
test campaign in Canadian weekend 
newspapers, selected dailies, and 
major trade papers to promote 
Clark’s pork and beans. Stevenson 
& Scott, Montreal, is the agency. 


over January 1941. 


iF 
2. 
3. crease of 62.7°/, over 
4. 


FACTS 


You Should Know About 


AKRON 


Akron's monthly payroll is now more than $23,500,000. 


The War Manpower Commission reports | 19,592 per- 
sons in 57 Akron and Summit County industries. 


Employment in Akron's 41 war-plants shows an in- 


Akron's corporate population is now estimated at 
280,000; the trading area . . . 475,000. 


Keep your advertising program in step with Akron’s expanding 
market! Use complete coverage at one low cost in the 


AKRON 
BEACON JOURNAL 


Represented by: Story, Brooks & Finley 
New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta 


January 1942, and 102.5% 
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First Fifty mv roran ivace 1942 - at, MORNING NEWSPAPERS 


1938 


1—New York News 
2—Chicago Tribune 
3—Los Angeles Times 
4—New York Times 


5— New Orleans Times-Pic. 


6— Boston Herald 
7 —Miami Herald 


8—Louisville Cour.-Journal 
9—Rochester Dem. & Chron. 


10—Dallas News 
11—Schenectady Gazette 
12— Memphis Com.-Appeal 
13—Los Angeles Examiner 


14—New York Her. Tribune 


1939 | 


New York News 
Chicago Tribune 


Los Angeles Times 

New York Times 

New Orleans Times-Pic. 
Boston Herald 


Washington Times-Her. 


Miami Herald 

Louisville Cour.-Journal 
Memphis Com.-Appeal 
Rochester Dem. & Chron. 


Dallas News 
San Francisco Examiner 


15— Bane emniiamee Trenton State Gazette 


16— Kansas City Times 
17—Qmaha World-Herald 


18—San Francisco Examiner 


19—Salt Lake City Tribune 
20—Trenton State Gazette 
21—St. Paul Pioneer-Press 
22—Cleveland Plain-Dealer 
23— Johnstown Democrat 
&) -Washington Post 
ant dianapolis Star 
> ¥ sapolis Tribune 

Post 
‘He 

‘ost-Gaz. 

T.-Union 

-Dispatch 


; es 
_ -Press 

( lobe-Dem. 
—< Observer 

onstitution 

e Sun 
cer Telegram 
go Her.-Examiner 
sburg Patriot 
idelphia Record 
alo Courier-Exp. 
nton Tribune 
ston Post 
kes-Barre Record 
ortland Oregonian 
‘Washington Herald 
49— Albany Times Union 


| 


50—San Francisco Chronicle 


Los Angeles Examiner 
Schenectady Gazette 
New York Her. Tribune 
Kansas City Times 
Omaha World-Herald 
Cleveland Plain-Dealer 
St. Paul Pioneer-Press 
Washington Post 
Minneapolis Tribune 
Salt Lake City Tribune 
Johnstown Democrat 
Indianapolis Star 
Camden Post 

Detroit Free-Press 
Troy Record 

Boston Globe 

Houston Post 
Jacksonville T.-Union 
Worcester Telegram 
Portland Oregonian 
Richmond T.-Dispatch 
Baltimore Sun 
Reading Times 

Buffalo Courier-Exp. 
Pittsburgh Post-Gaz. 
St. Louis Globe-Dem. 
Charlotte Observer 
Harrisburg Patriot 
Atlanta Constitution 
Scranton Tribune 
Syracuse Post-Standard 
Evansville Courier 
Tulsa World 

San Francisco Chronicle 
Philadelphia Record 


4 1940 © 


New York News 
Chicago Tribune 
Los Angeles Times 
New York Times 
New Orleans Times-Pic. 
Miami Herald 
Washington Times-Her. 
Philadelphia Inquirer 
Boston Herald 
Memphis Com.-Appeal 
Dallas News 


MIICCOPEMUiaMEE Rochester Dem. & Chron. 


Camden Post 

Louisville Cour.-Journal 
Trenton State Gazette 
Peoria Jni.-Transcript 
San Francisco Examiner 
Atlanta Constitution 
New York Her. Tribune 
Kansas City Times 
Schenectady Gazette 
Los Angeles Examiner 
Washington Post 
Omaha World-Herald 
Indianapolis Star 

Salt Lake City Tribune 
Cleveland Plain-Dealer 
Johnstown Democrat 
Reading Times 

St. Paul Pioneer-Press 
Minneapolis Tribune 
Detroit Free-Press 
Portland Oregonian 
Houston Post 
Jacksonville T.-Union 
Troy Record 

Buffalo Courier-Exp. 
Baltimore Sun 
Pittsburgh Post-Gaz. 
Evansville Courier 
Boston Globe 
Worcester Telegram 
Richmond T.-Dispatch 
San Diego Union 
Charlotte Observer 
Harrisburg Patriot 

St. Louis Globe-Dem. 
Scranton Tribune 
Philadelphia Record 
Syracuse Post-Standard 


--- What it takes! 


A newspaper can inform, entertain, 


_ 941 


Chicago Tribune 

New York News 

Los Angeles Times 

New Orleans Times-Pic. 
New York Times 


1942 


Chicago Tribune 


Philadelphia Inquires 


Los Angeles Times 
New York News 
New York Times 


mIECEmiiiaees New Orleans Times-Pic. 


Washington Times-Her. 
Boston Herald 

Miami Herald 

Dallas News 

Memphis Com.-Appeal 
Louisville Cour.-Journal 
Rochester Dem. & Chron. 
Camden Post 

Trenton State Gazette 
Peoria Jnl.-Transcript 
Los Angeles Examiner 
Washington Post 
Indianapolis Star 
Kansas City Times 
Portland Oregonian 
Cleveland Plain-Dealer 
San Francisco Examiner 
New York Her. Tribune 
Johnstown Democrat 
Evansville Courier 
Detroit Free-Press 
Atlanta Constitution 
Schenectady Gazette 
Boston Globe 

Salt Lake City Tribune 
Omaha World-Herald 
Reading Times 
Baltimore Sun 

Troy Record 
Jacksonville T.-Union 
Richmond T.-Dispatch 
Buffalo Courier-Exp. 
Houston Post 

San Diego Union 
Philadelphia Record 
Pittsburgh Post-Gaz. 
Wilkes-Barre Record 
Worcester Telegram 

St. Paul Pioneer-Press 
Harrisburg Patriot 

St. Louis Globe-Dem. 
Syracuse Post-Standard 
Scranton Tribune 
Seattle Post Intell. 


Washington Times-Her. 
Boston Herald 
Washington Post 
Louisville Cour.-Journal 
Memphis Com.-Appeal 
Miami Herald 

Los Angeles Examiner 
Rochester Dem. & Chron. 
Dallas News 

Portland Oregonian 
Detroit Free-Press 
Camden Post 
Baltimore Sun 
Cleveland Plain-Dealer 
New York Her. Tribune 
Indianapolis Star 
Peoria Jnl.-Transcript 
Boston Globe 
Philadelphia Record 
Johnstown Democrat 
San Francisco Examiner 
Salt Lake City Tribune 
Evansville Courier 
Schenectady Gazette 
Buffalo Courier-Exp. 
Reading Times 
Pittsburgh Post-Gaz. 
Troy Record 

Omaha World-Herald 
Trenton State Gazette 
San Diego Union 
Atlanta Constitution 
Richmond T.-Dispatch 
Nashville Tennessean 
Tulsa World 
Jacksonville T.-Union 
Wilkes-Barre Record 
Worcester Telegram 
Houston Post 

Los Angeles News 
Seattle Post Intell. 
Harrisburg Patriot 
Cincinnati Enquirer 
St. Louis Globe-Dem. 


Source: Media Records 


kill time, start fires, cover shelves— 
and still not amount to anything as 
an advertising medium. 

Advertising leadership is a com- 
posite result... not the largest circu- 
lation, but a large enough circulation 
among people who count; not mere 
readership, but the respect and con- 
fidence of readers in the paper and 
the advertising it carries; not low 
rate—space which doesn’t produce 
is always expensive; and not flash 
performance, but a consistent record 
in picking prospects and selling 
goods! ... On these, and any other 
count you like, The Inquirer qualifies; 


has changed its status in the last six 
years from one of the First Fifty in 
advertising volume among morning 
newspapers—to one of the First Two 
in 1942! And been first medium in 
Philadelphia all six years! 


Por six years, a large investment 
in men, ideas, money, features and 
attractions has been made in The 
Inquirer... and made a fine old 
Philadelphia newspaper into one of 
the country’s best. Serving the Phila- 
delphia public better, The Inquirer 
has served advertisers better—and 
serves best today! 

Since 1939, war production has 


added one-sixth to Philadelphia's 
population, doubled the number of 
industrial workers, tripled factory 
payrolls, brought 1942 retail sales 
up to a billion dollars! And what 
Philadelphia makes will be urgent 
peacetime needs as well. No major 
market has as much sales potential 
to offer for today and tomorrow—and 
no Philadelphia medium has as much 
to deliver as The Inquirer! 

This is the year to invest in Phila- 
delphia, and The Inquirer—for the 
greatest dividends in sales or opinion 
this year and tomorrow ... Find out 
more about this market and this 
medium now! 


The Philadelphia Anguirer 


National Advertising Representatives: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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Asks Greater 
War Effort on 
Part of Admen 


Peabody Criticizes 
Advertisers Who Show 
Lack of Interest 


New York, March 10.—Giving ad- 
vertising due credit for gaining in 
social consciousness and making ad- 
mirable contributions to the war 
effort, Stuart Peabody, advertising 
director of the Borden Company, 
last night spurred his fellow crafts- 
men to do “a great deal more” in 
fulfilling their obligation to convert 
fully to war. 

Mr. Peabody addressed the first 
annual “advertising and govern- 
ment” dinner of the Advertising 
Women of New York at which Roy 
F. Hendrickson, director of the Food 
Distribution Administration, blamed 
rising purchasing power and rising 
civilian consumption for the rapidly- 
growing food crisis in this country. 

Heartened by official Washing- 
ton’s reception of advertising since 
the establishment of the “two-way 
street” of government-industry co- 
operation through the Office of War 


Information and 


the Advertising 
Council, Mr. Peabody delivered a 
two-fisted spanking to those adver- 
tisers who have not sufficiently con- 
cerned themselves with the needs 
of a nation at war. 


Suggests Media Study 


Mr. Peabody termed “healthy” the 
signs that advertising men are be- 
coming more critical of their own 
activities than the public and “pro- 
fessional critics,” but suggested that 
forward-thinking admen_ devote 
several hours to objective study of 
current national weeklies, women’s 
magazines, and radio programs if 
they are still complacent about the 
industry’s future. 

“You will find that perhaps a 
third of the ads in half-page size or 
larger are devoted to such slants as 
the use of the Little Giant widget 
on a tank or a piane or another 
engine of war,” he commented. 

“You will attend several rousing 
E-flag raisings. You will see a great 
many ‘don’t-blame-the-dealer’ ads, 
and a surprisingly small number of 
war bond mentions. You will dis- 
cover that not very many advertis- 
ers really get down to work on 
conservation, or morale, or nutrition 
or salvage or bonds or the other 
urgent things the public needs to 
be sold on. 

“Parenthetically,” he continued, 
“IT want to warn the advertising 
women here tonight against doing 
this stunt with any of the women’s 
magazines. Their editors apparently 


think you can take it, for generally 


speaking they are letting you have it 
right in the lipstick with strong 
salty stuff. Not so your friend the 
advertiser. In the back of the book 
you may wander for pages in a sort 
of pacific wonderland where noth- 
ing more serious than rough hands, 
incomplete daintiness and undevel- 
oped glamor loom to disturb your 
serenity. Whether you like it or 
not, lady, you are still, in these 
pages, the fragile flower of Victorian 
days, to be guarded and shielded 
from the rude impact of war.” 


Outlines Food Campaign 


Calling on his last eight months 
of experience in volunteer work 
through the Advertising Council, 
the Borden executive said that pre- 
occupation with the job at hand, 
rather than self publicity, had been 
responsible for the general misun- 
derstanding of the council in the 
advertising business. 

He outlined in detail the principal 
points of the six major food cam- 
paigns and other government themes 
which would give advertisers an 
opportunity to “angel” complete 
drives, or “angle” their own product 
copy, to their own benefit as well 
as that of the public, the govern- 
ment, and the war. 

Clarence Francis, president of 
General Foods Corporation, scored 
the government and the Department 
of Agriculture specifically for fail- 
ure to give full recognition to the 
problems of processing and dis- 
tributing food, in introducing Ad- 
ministrator Hendrickson. 
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Sure, Tacoma is growing. Not only 
are the “war plants” going full blast, 
attracting a lot of new families — but 
a goodly share of PERMANENT new 
industries have come to Tacoma, too. 
Population is up 26.1°/ over the 1940 
census. That's a big jump, making 
Tacoma a better market for thoughtful 
advertisers — now and in the future. 


How to reach it? That's 
Tacoma News Tribune 


Second—a 


simple. The 


to work in war-speeded plants (many 
of whom are buying homes and plan- 
ning to really LIVE here) are choosing 
the News Tribune as THEIR paper. 


lot of the home folks are 


switching to the News Tribune, too. 
All classifications of business are UP 
in Tacoma, 
present and future, to the consistent 
advertiser. And the best way to reach 


offering rich rewards, 


this important market 


has chalked up a circu- 
lation GAIN of 28°, 
since 1940 — while 
during the same period 
the Tacoma Times (the 
2nd evening paper) 
has shown NO sub- 
stantial gain in circula- 
tion. 

This means two things. 
First—the people who 


are coming to Tacoma 


Uncle Sam Does Good Business 
in Tacoma, Too! 


Postal receipts are a good index to 
business activity. Compare Tacoma’s 
showing! 


1942 over 1941 


TACOMA Up 23.1% 

Spokane Up 5.2%, 

Seattle Up 17.9% 
1942 over 1940 

TACOMA Up 65.2% 

Spokane Up 13.8% 

Seattle Up 33.3%, 


— economically — is 
through the dominant 
News Tribune. 

City circulation is now 
over 26,000. Total cir- 
culation over 50,000. 
For national advertis- 
ers that means a milline 
of only $2.35 — $2.09 
for the optional eve- 
ning and Sunday com- 
bination. 


*. 


THERIACOMASNEWSSURIBIIN 


REPRESENTED NATIONALLY BY LORENZEN & THOMPSON, INC. 


New York Chicago 


Kansas City St. Louis 


San Francisco 


Los Angeles 


The USDA, he insisted repeatedly, 
is not doing enough to increase pro- 
duction, adopting instead an atti- 
tude of “it can’t be done.” 

“T haven’t been trained in prepa- 
ration for failure,” he said, “but I 
fail to see how we can increase pro- 
duction by a formula of less man- 
power, less equipment, and all too 
often a pricing system that is not 
encouraging.” 

Pointing out that our quotas for 
the armed forces, our allies, and 
civilians; our allotment of man- 
power and equipment; and our 
prices are out of balance, Mr. 
Francis laid the root of the difficulty 
to lack of “an adequate claimant in 
our administration for the civilian.” 

“Until there is either a claimant 
or a new agency we may find our- 
selves in trouble,” he said. 

The food processing executive 
commended Mr. Hendrickson’s 
analysis of production problems but 
wished him “godspeed” in develop- 
ing courage to meet them. 


Tells of “Victory” Soap 


Mr. Hendrickson explained the 
Food Distribution Administration’s 
introduction of unbranded “victory” 
soap into Puerto Rico as a move to 
protect established brands, rather 
than “an opening wedge of a cam- 
paign to destroy labels and brands.” 

According to the former Agricul- 
tural Marketing Administration 
chief, who is responsible for the en- 
tire program of food distribution 
under Secretary of Agriculture 
Wickard, his agency had found a 
little-known brand the lowest bid- 
der meeting government specifica- 
tions for shipment to the island 
territory. 

“It was solely to prevent that ef- 
fect that we asked for a neutr1l| 
label on toilet soap,” he said, “thus | 
leaving the way open, after the | 
emergency, for the’ established | 
brands to re-enter the market in 
fair and free competition. 

“As far as the institution of ad- 
vertising is concerned, it is obvious 
to anyone with eyes to see that the 
science of mass communication is 
not less but more needed in war 
than at any other time,” he em- 
phasized. 


Annual Reports 
Become Sales 
Tool for Broker 


New York, March 11.—Merrill 
Lynch, Pierce, Fenner & Beane, the 
New York investment house which 
has most consistently found adver- 
tising to get new investors still 
profitable despite Security Exchange 
Commission regulations, offered a 
new hook in its newspaper copy this 
week. 

Half a dozen corporation reports 
were pictured under the headline, 
“Required Reading for Investors,” 
in one-time 600-line advertisements 
in 100 newspapers across the coun- 
try. 

Copy urged registered stockhold- 
ers to read carefully the annual re- 
ports of companies in which they 
hold shares, so that they can know 
more about the character of the 
management, tax position, progress, 
postwar plans, employe relations, 
products and markets. 

Pointing to the trend to more in- 
formative and interesting reports, 
the investment house offered to send 
free reports of corporations in which 
readers are interested, without obli- 
gation. 

Albert Frank-Guenther Law is 
the agency. 


Asks FTC Inquiry 
on Postwar Outlook 

A joint resolution was introduced | 
_in the House and Senate last week 
| proposing that the Federal Trade 
|\Commission investigate the plans 
,and problems surrounding the effec- 
| tive postwar operation of the Amer- 
|ican economic system. 

Proposed in the House by Rep. 
| Walter C. Ploeser of Missouri, the 
resolution seeks to discover what 
planning is under way, the causes 
of the post-1929 depression, a re- 
port on the factories acquired by 
the government during the war, and 
| the establishment of programs lead- 
ing to satisfactory postwar living. 
Asked why he chose FTC for the| 
job, Rep. Ploeser told ADVERTISING 
AcE that it was well equipped to 
conduct investigations. 


Buys ‘Rod and Gun’ 
Rod and Gun, fishing and hunting 
publication, has been purchased by 


| 


National Business Publications Ltd | 


Gardenvale, Que. 


ee 


HOME RUBBER-SAVING 


While tires have had most of the benef 
of rubber-saving promotion, a new series 
of B. F. Goodrich advertisements drama. 
tizes, conservation measures which drug- 
gists can pass along to consumers to help 
save rubber products used in the home. 
First advertisement in the series deals 
with care of the water bottle. 


Select March 3 


for Ayer Entries 

March 3 has been selected by lot 
as the publication date required of 
all entries in the 13th annual exhj- 


— 


bition of newspaper typography 
sponsored by N. W. Ayer & Son, 
Philade}phia. 


Entries must reach the agency at 
its office, W. Washington Square, by 
March 31. The F. Wayland Ayer 
cup will be awarded the English- 
language daily judged best in typog- 
raphy, presswork and makeup. 


Bitner Named Consultant 

Harry M. Bitner, publisher of the 
Pittsburgh Sun-Telegraph, has been 
appointed special consultant to the 
War Production Board on news- 
paper and magazine problems. E. D. 
Becker, business manager of the 
Sun-Telegraph, will serve as acting 
publisher during Mr. Bitner’s indefi- 
nite leave of absence. 
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True 
Story 


(the wage earners’ 
favorite magazine) 


gives you these 
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A clear weekly picture of the forest 


'M A SECRETARY to a WPB official in Washing- 
ton, so many of my friends seem to think I 
must have a lot of inside dope on the war. 


**And when I get letters from my family out 
in Omaha, they often ask me questions that I 
suppose nobody but President Roosevelt could 
answer. 

“Well, all I’ve learned from my boss is some 
technical stuff about aluminum production. As 
for the broader picture of our government at 
war, I get almost nothing from my job... I’m 
much too close and much too busy to see the 
forest for the trees. 


"But there is one way I manage to get a 
pretty well-rounded story of what’s going on in 
Washington and all over the world . . . and 
that’s from reading every single issue of LIFE. 

“It’s from LIFE that I learn such things as 
why Justice Byrnes is called ‘Assistant Presi- 


dent,’ how our railroads are helping win the 
what Admiral 
how the WAACS were organized, what the 


war, Leahy eats for lunch, 
Japanese people are really like as an enemy... 
in fact, I’m fairly sure that whatever ‘inside’ 
information I have comes from LIFE, not from 
my job. 

“LIFE presents things so clearly, and gives 
such a balanced picture of the whole world, 
that I’ve come to rely on it more and more. I 
think it’s a top-notch magazine.’’ 


Baseball player or cellist 


That is why one young woman reads LIFE. Her 
reason is one that is fairly general among 
LIFE’s readers. 

However, LIFE the magazine has just about 


as many interests as life itself. 


That is undoubtedly a big reason why week 


after week it appeals to such a vast audience 
with such vastly varied interests. Whether a 
man is a bricklayer or a college professor, a 
baseball player or a cellist, it is reasonable to 
assume that in LIFE’s graphic pages he will find 
many things that stimulate and interest, pro- 


voke and inform. 


LIFE is read by more than 23 million civilians 


and men in our armed forces each week. 


Eyes for the Minds of America 
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Club Elects Hawkins Newspaper Copy 


Harry Hawkins of Station WSYR 
has been elected president of the 
Syracuse Advertising Club. Other 
new officers are L. A. Johnson, of 
Johnson’s Foods, Inc., first vice- 
president; Jerome Weill, sales pro- 
motion manager of E. W. Edwards 
& Son, second vice-president; and 
Marciana Hughes, secretary-treas- 
urer. 


Bennett Joins WAAT 


Victor Bennett has resigned as 
account executive with station WOR 
to become vice-president and na- 
tional sales manager of Station 
WAAT. Mr. Bennett had been with 
WOR for over a year and prior to 
that he was on the sales staff of the 
New York Sun. 


Heralds Return of 
Pre-Sliced Bread 


| Washington, D. C., March 10.— 
|Newspaper advertisements herald- 
ing the return of pre-sliced bread to 
retail stores broke fast this week on 
the heels of a Department of Agri- 
culture announcement lifting the 
|/ban imposed on bakers Jan. 18. 
Heeding an avalanche of protests 
from restaurants, as well as con- 
sumers and the bakers themselves, 
Secretary Claude Wickard admitted 
that the supposed advantages of the 
economy move outweighed the dis- 
|advantages. The original order pro- 
|vided that no ready-sliced bread 
could be supplied to restaurants, 


GOOD NEws 


WONDER BREAD 
BRINGS YOU 
SLICED BREAD 


hotels and other institutions after | burden on the restaurant trade and 
March 18 and many complained that} resulted in wasted bread in many 
they had tried unsuccessfully to | homes where bread slicing had be- 
obtain bread-slicing equipment. |come a lost art. 

Under the amended order, sliced| Rescinding of the ban was not 
bread may be supplied for the pub-| unexpected in the trade and bakers 
lic, the restaurant trade and other|were ready with copy announcing 
institutional users, but bakers still|the news to consumers. Many had 
may use no more than one thick-|spent the intervening weeks since 
ness of waxed paper for wrapping | Jan. 18 explaining methods of home 
bread and rolls. Secretary Wickard | slicing and the ban resulted in 
said the WPB had estimated that; wave of gadgets designed to ease 
enough waxed paper is available to | the housewife’s lot. 
wrap bakery products for four Among national advertisers who 
months, and that a study will deter-| scheduled copy the morning after 
mine soon whether lighter paper | the ban was lifted were Purity Bak- 
should be adopted. eries Corporation, Continental Bak- 


Resulted in Waste Company. Continental elaborated on 

The original ban had been de-|its announcement copy with the ob- 

signed to reduce bakers’ costs and | servation that children, once again, 
save manpower, but experience|could help themselves to bread. 


os 
~_ 


showed that it shifted an additional] In Chicago, W. F. Gossage, presi- 
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TODAY SOLVES THE 


CL 
\ 
US 


“IT Know the War's 
Over, Lootenant... 
But Why Head for 


Syracuse Now?” 


SMART ADVERTISERS ARE STEERING THEIR 
COURSE TO SYRACUSE TODAY 


SELL the rich Central New York market now to insure a satis- 
factory profit return when peace comes, for Syracuse today 
shows a range of retail sales as high as 131 per cent above 
U S. average with only a 2 per cent population increase! 


By advertising in this master sales area today, the manu- 
facturer keeps his trade mark and product before a buying group 
of consumers who have already made their post war plans for 
buying in the future. | 


To completely dominate this market, the 98 per cent city 
coverage and seven of every tén coverage in the retail trading 
zone makes the Syracuse Herald-Journal the economical, one 

great paper buy for major results at minimum cost. 


SYRACUSE 


SYRACUSE. N. Y. 


National Representatives - . 


HERALD-AMERICAN 


(SUNDAY) 


PAUL BLOCK AND ASSOCIATES 


ing Company and Ward Baking 


ee, 


% 4 
< 


Get Sliced Wonder Bread pon”, 
~Doubly Fresh Today! | 


——— 


—_—-- 


| Among the first to announce the return 
| of pre-sliced bread, Continental Baking 
Co. ran this large-space copy in an exten. 
| sive list of newspapers last Tuesday. 


| —— 
|dent of the American Society of 
|Bakery Engineers, declared that 
|while there would be no immediate 
| price increases, the bakers were 
}entitled to higher prices. The OPA 
|raised the ceiling price on flour, he 
|said, “and the additional cost to us 
| was supposed to be met by lower 
|costs of slicing and packaging.” 


‘Launches ‘Arbitration’ 


| American Arbitration Association, 
|New York, began publication, with 
‘the January issue, of a monthly 
| magazine called Arbitration in Ac- 
| tion, containing up-to-date informa- 
|tion on the problem of settling dis- 
putes in the commercial and labor 
‘fields. 


Starts House Paper 


Ritter Company, Rochester, N. Y., 
maker of dental equipment, has 
begun publication of “The Ritter 
Flood-Lite,’ house magazine for its 


| employes. 


LOUISIANA 


use a ALG station 
nse BG mo 
KWKH 


| CBS © 50,000 WATTS 
A SHREVEPORT TIMES STATION 


SHREVEPORT, LA. 


Represented by the Branham Co. 


— Se RK | Ai -— 
al eee = E eo 
Ml, || EOE, 
| ao x || x NN 
| 7735 , = TY [tg hl 
. MD vs / / (") 
“_ : NN (; _ “i 
aq lo. mA — A. kJ 
% — A : | 2 oe 
_ es —_ : : sevens 
— | .. W& SHREVEPORT C 
Ae , | | Wy 
ore: \ K 
wae | ™ : 
7 
. aww 
; ‘ ee 
ry," |. 
ans el ES eeeeeeerrrrrC(Céi‘iSQStsSSS Th 
* ‘ Be ‘i fd yay a es eee os j ting ts ik hy m Ret a : ‘> ; 2 ae : auf | ; F < ee sare ok. ers r 


043 


ta 
a | 


is 


rey arierige 


March 15, 1943 


ADVERTISING AGE 


11 


_. 


f csouiec, in 


cand this. 


gentlemen, is Ww hat is 


* The pin-up is nothing new, though the term itself is a relatively re- 
cent British import. 


world, is as staple a commodity as, say, cigarettes. A pin-up is any 
picture a soldier (a sailor, marine or merchant marine) feels like look- 


ing at more than once. By some strange coincidence, the overwhelming 


majority of such pictures feature pretty girls, preferably in some 
not-too-formal pose. Such pictures are a sort of secondary currency, 


being traded, wagered, even diced for. They are by no means all of equal 


value. A prime Varga, like the exhibit above from the cur- 
Pe ew ‘ = . 
o cere ere oreres rent issue of Esquire, would command at least a dozen 
ef o°e*e' e's >. ee 
eve’ oe’ ee" ordinary specimens of the species, for the Varga girl seems 
ees . i 
oe"e'e to be the new sweetheart of this new A.E.F. Hers is the 
e” *. . 
. *e . favored place among the pin-ups on the walls, in barracks, 
. *-. 
J . 
. 
J 


A FAVORED MAGA 


But the pin-up, in the armed forces all over the 
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technically termed a pin-up~ 


hutments and tents wherever our soldiers are, and in the wardrooms of 
our fighting ships. And the Varga girl is to a copy of Esquire about what 
the wishbone is to the whole fowl. She helps, but by no means fully ac- 
counts for, the affectionate favor enjoyed by Esquire in the armed forces, 
for it goes without saying that the first buck or gob to lay his hands on 
a copy of Esquire, whether or not it’s his, commandeers the prize pin-up 
feature as a matter of course. If, as currently estimated, Esquire as a 
whole is seen by a measurable percentage of our armed forces, then the 
visibility of the Varga girl must be crowding the 100 mark. *®& The fact 
that Esquire now regularly reaches a significant segment of the Ameri- 
ean fighting forces, proves that the Magazine for Men is a recognized 
means of communication to the most important class of Americans, 


the men who matter most to our world of today. And tomorrow. 


ZINE OF FIGHTING MEN 
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wont ) ~- 


|No. 2134. 
Event. 

The Chicago Sun has issued thi, 
brochure, which announces a ney 
|/woman’s page feature designed ty 
help parents solve wartime prob- 
‘lems in connection with child care 
}and gives the details of the promo- 
‘tion campaign being put behind the 
| three-times-a-week articles written 
by Mary M. Aldrich which start jy 
ithe March 14 issue of the Sun. 


\No. 2135. The Distribution of Ad- 
vertising and Circulation in St 
Louis. 

| How 60 leading advertisers bought 

frog yt space in St. Louis dur- 

ing 1942 is shown in this new folde, 
issued by the St. Louis Post Dis- 
patch. The advertising linage 

| broken down by types of stores and 

| by linage classifications. 


sc? : eas . "Still being in busi then is what | id ost important postwar problem." |No. 2136. 199 Ways to Sell Creative 
10 Cents # Copy, $2 2 Year Still being in business then is what | consider my most imp postwar p 


Announcing a Blesseq 
Editorial Department 
S. R. BERNSTEIN, Editor; HAL BURNETT, Executive Editor; JOHN B. MILLER, | 
Managing Editor; JOHN CRICHTON, Washington Editor; MURRAY E. CRAIN, 
FRANK HICKS, RALPH O. McGRAW, E. C. HALL and STEPHEN BOOKE, Associate | 
Editors 


Correspondents in All Principal Cities 


Advertising Department 
Charles B. Groomes, Advertising Director 
NEW YORK: E. F. Thayer, Eastern Advertising Manager; Carl Doty, Eric Tomsett. | 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. Johnson. SAN FRAN- 
CISCO: Simpson-Reilly, Ltd., Russ Bldg., Max Hunter, Manager. LOS ANGELES: | 
Simpson-Reilly, Ltd., Garfield Bldg., Walter S. Reilly, Manager. 
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Printing in Wartime. 


market for the duration, Oxford 
Inflation Graphics 


t 
I 
i 
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Our Vital Communications 
System 


Food advertisers have gone to the| they actually experienced in under- | 


Paper Company points out in this 

/brochure, and lists numerous sug- 

gestions for finding new printing 
|business to replace the old. 

,out before applying for their books. | 


front in a big way to sell the point 
rationing system for canned foods to | 
the American public. They were 
asked to do so by their government, | 
and they are cooperating to the limit | 
to explain the complicated system 


|standing and 


applying the ration|,. ~~ mine? ok hain 
system if advertisers and the press tions of the meaning of wild infe- 
had not assumed a major share of | Hon has been put together by Ber- 
the responsibility for the successful | 24rd Schonfeld of ; Consolidated 
introduction of the new program. Lithographing Corporation, Brook- 

When paper consumption by pub- lyn. Mr. Schonfeld had relatives in 


One of the most graphic indica- | 


Local rationing authorities subse- | No. 2137. 


quently checked up on the applica-| 
tions they had received, and found | 
94 out of every 100 presented on 
forms clipped from the newspapers! 


No Knockout Here 


den Plan. 
This folder, 


Newspaper Victory Gar- 


issued by Scripps- 


Howard Newspapers, outlines a plan 
which Scripps - Howard has de- 


veloped as an aid to the Vict 
Garden movement and offers 


ry 
to 


—inseanee : ‘nflationaryv other papers for use in their local 
"" and to insure both understanding|lishers is put on the same basis os| oes tees ote ag Ragen | John R. Buckley recently sent ad- | commaunities. 
id and acceptance of the program. |that of fly paper manufacturers, as | . rsa vertisers and agencies copies of the | 
. At the same time, the newspapers|one authority pointed out, it is| Pe also Fg bes be Peo oon jared et of > We British 'No. 2092. Wartime Promotion Sup- 
Ky have used their space liberally for | obvious that the significance of the roe er ae an peo Good Housekeeping, and if our sos plement. 

the same purpose, not only edu- _ : ie ge . 


cating the public to point rationing 
by reproduction of the full sched- 
ules, but by numerous news stories 
written around local situations in 
which complete details as to how 
the plan works and how the house- 
wife can use her ration book to the 
best advantage have been presented. 

We have no doubt that this 
demonstration of the essential char- 
acter of our public communications 
system will influence further think- 
ing regarding the question of paper 
rationing of newspapers and periodi- | 
cals, which are carrying such an 


important part of the task of making 
a difficult and complex system of | 
rationing workable by the millions | 
of American consumers to whom it | 
has been introduced with compara- 
tively little preparation. 

While the government has sup- 
plied posters and point schedules to 
retailers for public display, it is cer- 
tain that consumers would have had | 
a great deal more difficulty than 


|really workable, 


services of our national communi- 
cations system has not been fully 
emphasized. It is a mistake of a par- 
ticularly egregious character to 
regard consumption of paper for 


item to be treated like any other 
type of industrial use. Such an 
attitude fails to take into account 
the fact that just as aeroplanes can- 
not operate without gasoline and oil, 
our national facilities of communi- 
cation cannot be maintained without 
paper. 

We are confident that as advertis- 
ers and publishers are brought more 
and more into the great task of 


on the vital home front, where gov- 
ernment policies must be accepted 
whole-heartedly if they are to be 
it will be found 


|Germany during the 


across 15 letters mailed to him from 
period from 


|May 9 to Nov. 28, 1923, and was 


| publications as a mere commercial | 


| informing, explaining and educating | 


that paper rationing must be con-| 


sidered on an 
basis from 


entirely 


ordinary commercial 


different | 


consumption of essential commodi- 


ties. 


The Public Will Decide 


Some people have had the im- 
pression that Sewell Avery, presi- 
dent of Montgomery Ward & Co., 
giant mail-order and chain store 
organization, has been butting his 
head against a stone wall in resist- 
ing the orders of the National War 
Labor Board to institute the equiva- 
lent of a closed shop in many of its 
establishments. Mr. Avery has pre- 
sented the company’s side of the 
case in newspaper advertisements 
published all over the country. 
They have been written in simple 
language and have defined the 
issues clearly. It seems to us that 
they have had a definite influence 
on public opinion regarding govern- 
mental policies affecting workers 
and employers. 

These policies have been clearly 
set up to favor union labor organi- 
zations, and to increase both the 
earnings and the power of organized 
labor in practically all industries. 
There is no evidence that Washing- 
ton is willing to be as realistic and 
hard-boiled toward labor as it neces- 


san 


sarily is in treating with business, 
farmers Or consumers in general. 
The gains made by labor during the 
depression have been maintained 
and increased, and both our man- 
power problems and our anti-infla- 
tion policies have been weakened 
by a tender regard for the interests 
of organized workers. That is one 
reason why the 48-hour-a-week 
plan urged by the WMC has been 
ineffective, and why price control, 
in the face of continued increase in 
labor costs, has been made largely 
unworkable in practical terms. 

So while present government 
policies will continue to impose bur- 
dens on industry in the perform- 
ance of its wartime jobs, Mont- 
gomery Ward and other important 
business enterprises must continue 
to present their cases to the public 
when inequitable policies are im- 
posed upon them. In the long run 
the public will understand the 
issues, and ultimately it will decide 
whether these policies are to be con- 
tinued. 


struck with the fact that they pre- 
sented an unusually graphic picture 
of what can happen when inflation 
runs hog wild. 

All of the letters were ordinary 
first class letters, and here’s what 
happened to them, in terms of the 
postage necessary to mail them dur- 
ing the seven-month period covered: 

May 9—980 marks. 

Aug. 15—1800 marks. 

Aug. 31—60,000 marks. 

Sept. 8—200,000 marks. 

Oct. 1—10,280,000 marks. 

Oct. 2—6,000,000 marks. 

Oct. 13—15,000,000 marks. 

Oct. 20—30,000,000 marks. 

Oct. 20—45,000,000 marks. 

Nov. 6—4,000,000,000 marks. 

Nov. 9—6,000,000,000 marks. 

Nov. 12—40,000,000,000 marks. 

Nov. 16—30,000,000,000 marks. 

Nov. 23—80,000,000,000 marks. 

Nov. 28—48,000,000,000 marks. 


Prayer Is Answered 

Norman Leyse of Leyse Alumi- 
num Company tells the story of the 
western manufacturer who appealed 
for modification of a WPB ruling, 
and couldn’t get an answer until he 
sent the following telegram, which 
brought immediate, and favorable 
results: 
Our father who art in Washington, 

Hallowed be thy name. 
Thy orders come, thy will is done 

Mut west as it is in Washington. 
(Give us this day our authorization, 

And permit us to operate, 
So we may forgive those 

Who close our plants against us; 
Add not to our hardships, 

But deliver us from red tape, 
For yours is the power to keep our coun- 

try 
In glory for ever and ever; amen. 


Demonstration 


Topeka has just had an unusual 
demonstration of the value of news- 
papers in civic life, which has un- 
doubtedly been duplicated, at least 
in degree, in thousands of other 
cities within the past few days. The 
Topeka Capital and State Journal, 
in common with thousands of other 
newspapers, reproduced application 
blanks for ration book No. 2, urging 
the public to clip them and fill them 


action is typical, this is a memento 
that won’t soon be forgotten. The 
English Good House has gotten pro- 
gressively smaller during the past 
three years, until now it’s almost 
digest size—6% by 834 overall—but 
it’s all there, fiction, housekeeping 
hints, recipes, advertising and all. 
It’s an interesting commentary on 
the value of magazines and on the 
indomitable spirit of the British. 


Jottings 

The New Orleans Times-Picayune 
and States have joined the ranks of 
companies which find it useful and 


| practical to have an employe rela- 


tions booklet to hand to new em- 
ployes. If you’re interested in see- 
ing this very effective one, drop a 
note to A. H. Talbot Jr., promotion 
manager... 

Pity the poor advertising man 
dept.: Ad-libbing’s bosslady takes 
an old coupon, good for 10 cents on 
a package of Crisco, to the local 
chain emporium. Local chain em- 
|porium has no Crisco. Clerk says, 
“That's all right,” and accepts 
10-cent coupon on purchase of jar 
of Spry... 

One way to improve employe 
morale is to have something happen 
that provides a lift for the whole 
plant, and that’s the fortunate posi- 
tion at present of Geo. D. Roper 
Corporation of Rockford, Ill. For 
devising a machine that stepped up 
production of projectiles for 75 mm. 
guns, John Hennessy, Roper me- 
chanic, won the Chicago Tribune’s 
war worker award for January, and 
now the whole plant is steamed up 
for production. . . 

Crowell-Collier Publishing Com- 
pany is aiding the war effort in an 
unusual manner these days, by 
making available its cutting tool 
sharpener process royalty free for 
the duration to manufacturers en- 
gaged in war work. The process 
was developed by Axel Lundbye, 
chief engineer at the Crowell print- 
ing plant, and consists of a method 
of chrome plating and treating of 
the edges of cutting tools which is 
reported to extend their useful life 
from 100 to 1000% before regrinding 
is necessary. . . 


Eye*€atchers, Inc., has issued thi 
| wartime supplement to its photo- 
| graphic collection, containing minia- 
| ture reproductions which provide a 
handy reference of subjects for 
|wartime promotion, from which 
|glossy prints or mats may be ob- 
tained. Subjects include service- 
|men and industrial and other work- 
|ers on the home front. 


|No. 2126. A Miracle Farm Market. 


Station WDAY, Fargo, N. D., has 
‘issued this booklet, which tells why 
|the Red River Valley is called a 
|miracle market, giving figures on 
value of farm lands and buildings 
'and retail sales. A county tabula- 
|tion shows WDAY’s coverage, with 
|population and sales data for pri- 
|mary and secondary areas. 

No. 2008. Levelcoat 
Sample Books. 

Kimberly-Clark Corporation has 
issued these four presentation kits, 
which demonstrate, with printed 
specimens, the quality and adapta- 
bility of Kimfect, Multifect and 
Trufect Levelcoat papers and Hy- 
fect book paper. Each kit also con- 
tains unprinted samples for testing 
and comparison. 


No. 1211. The Story of the Talking 
Foghorn. 

| Free & Peters has issued this bro- 
ichure, which tells the story of 
_Sonovox, the acoustical deve oP 
ment which puts the voice of almost 
jany kind of animal, machine © 
|musical instrument into words. |‘ 
\the story, specifically, of Leve! 
Brothers’ use of the device for ‘° 
|Lifebuoy program. 


and Hyfect 


| No. 2129. Memphis Grocery S 
Records. 
This is a 12-month record of 


actual consumer sales of 27 clas ™'- 
fications of food products—565 : 
lof 330 different brands—in Me™- 
|phis, Tenn., issued by the Comm'- 
\cial Appeal and Memphis Pre:>- 
Scimitar. Tables list the bron 
| standings, comparison of sizes 1 
land percent of unit sales over ‘© 
| 12-month period, and graphs Pp'*- 
jture the seasonal trend in & 

| classification. 
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Canada's Liquor Ad 
Ban Is Lifted for 
Patriotic Appeals 


Ottawa, March 9.—Canada moved 
last week to lift the ban on liquor 
advertising by passage of an amend- 
ing rder-in-council permitting con- 
tributed, institutional or informa- 
tional advertising by brewers and 

stillers. 

9 ban still holds on advertise- 
ments which are for the purpose of 
sron 
e beer or of “creating or establish- 
ing good will or other benefit or ad- 
vantage to the manufacturer or dis- 
tributor.” But when an advertise- 
ment “in the opinion of the Minister 
of National Revenue” (Hon. Colin 
Gibson) is deemed “in the public 
interest” or is one which the “legal, 
financial or other reasonable needs 
of the distiller, manufacturer, 
brewer or seller require to be pub- 
lished,” then the ban is lifted. 

In effect, this means that while 
the ban on all types of selling or 
promotional advertising which went 
into effect on Feb. 1 still holds, the 
brewery and liquor companies are 
now free to run institutional or 
patriotic advertising campaigns or 
to publish their financial statements. 
For instance, these companies are 
now free to support the current 
drive for the Red Cross. They wiil 
now be allowed to carry out promo- 
tional advertising for Canada’s next 
his Victory Loan campaign in May of 
this year. They may support the 
year-round drive for war savings 
certificates. 


All on Equal Footing 


Apart from the general regulation 
such advertising must meet the 
an approval of the Minister charged 
with administering the beer and 
spirits curtailment law, these com- 


)S- that 
Lilal 


al the same general restrictions which 


govern all other corporations in re- | 


revenue which can be used for ad- 
vertising in relation *o income tax 
deductions. 


Original Order Ambiguous 


The original order restricting ad- 
vertising by brewers and distillers 
in Canada was ambiguous and far 
from clear as to its general meaning. 
As a result, departmental officials 
sought from the government a rul- 
ing as to its exact meaning and as 
to whether or not contributed and 
institutional advertising was banned 
or not. The Department of Justice 
ruled that the order as it then stood 
on the statute books did prohibit all 
kinds of advertising by these com- 
panies. 

What has now happened is that 


iting the sale of spirits, wine | 


pect of the proportion of their | 


NOW 

5,000 WATTS 

DAY & NIGHT 
600 KC 

The Only Columbia 

Station in Maryland 


Paul H. Raymer Co. 
National Sales Representation 


Ww Tork ~ Chicage - San Francioce - Los Angeies 


: ate 


the cabinet itself has amended the 
|original order-in-council so as to 
|permit contributed advertising. 

| 


| 


of Merchandise Mart 


John C. Goodall, assistant man- 
ager, has been appointed manager 
of the Merchandise Mart, Chicago, | 
succeeding Percy Wilson, who has 
resigned to devote all of his time 
to Percy Wilson & Co., real estate 
mortgage banking concern. 

Mr. Goodall joined Marshall Field 
& Co., owner of the Mart, in 1933 
and was assistant general manager 
of the real estate division and 
assistant treasurer prior to his con- 
nection with the Merchandise Mart. 


Pegano Leases Studios 


Pegano, Inc., New York advertis- 
ing photographer, has leased the 


‘WOQXR Names McGee _ Hall Heads TNPA 


Norman S. McGee has _ been) 
named assistant vice-president in| 
charge of sales for Station WQXR, 
New York, under the direction of 
Hugh Kendall Boice, vice-president 
in charge of sales. Bennet H. Korn 
has left to join the Army and Rus- 
sell D. Walker will also leave for 
induction shortly. No replacements 
have been announced. 


Broun Joins LNA 


William L. R. Broun, formerly on 
the editorial staff of the American 
Petroleum Institute, has been ap- 
pointed executive assistant to W. 
Floyd Maxwell, secretary of the 
Lithographers National Association. | 
Mr. Broun will assist in the digest | 


former Court House Club for its 


| studios. 


and interpretation of Washington | 
| legislation. 


Thornton Hall, assistant to Frank 
G. Huntress, president of the San 
Antonio Express Publishing Com- 
pany, has been elected president of 
the Texas Newspaper Publishers 
Association. Other new officers are: 
Conway C. Craig, Corpus Christi 
Caller-Times, vice-president; A. E. 
Clarkson, Houston Post, treasurer; 
Jack McDermott, Lufkin Daily 
News, and D. A. Greenwall, Dallas 
Times-Herald, directors. 


Robinson Retires 

William B. Robinson has retired 
as Pittsburgh district manager of 
The Iron Age, a post he has held for 
more than 30 years. He is suc- 
ceeded by W. J. Fitzgerald, who has 
been his assistant for the past five 
years. 


| 
| 
| 
| 


40 © panies will now be subject only to | 


| 


a 


. e 


TO \OADS NO BOXCARS 


it adds no meaning to the news! 


No matter how pleasant the companionship might be, management-men 
haven't the time these days to toy with trivialities. Some gossip, like 
trial balloons, is portentous of things to come. But idle gossip...the gla- 


mour girl of Washington reporting... finds no place in Business Week—for 


For an example, take the BW story on the recent WPB rearrangement of 
Scheduling controls: it began, “Life has been sheer hell since mid-Janu- 
ary for thousands of material and production control men in industry.” 
In that story was a great deal of the flavor of a dramatic conflict between 
personalities. But to help the “thousands of men” BW gave hard facts in 
terms like subschedule, overallotment, claimant agency, component... the 
kind of reporting which brought to the Editor the letters which said, “It has 


been of help to us and our entire industry.” Gratefulness, without flowers. 


There is no measure for such news-usefulness in dollars or production or 


in years added to a man’s life. It, not trivia, loads America’s boxcars! 


pee ds Ane PS ae eee! graeme tee tome, Maa ; haere! ; ee oo as ee te CE Gi contata Bee. Bes Neate ae Dae Arties ee Dail air caliphate ors 2a ae eo, 
943 Fs ee | : 
— —  — — | 
. TE coco Nord Moncs- # 
ee F 
Ss : 
| —_—_—_—_——- ee | 
— lel 
——_—___+___ - 
rs ee — 
| “a —, | 
eee, 
> . 
& 
; | a 
-i & pl F 
“ uf Fyne a 
ch 4 Now. uL ee 
> ERF sal 4 
e a ¥ ‘ 7” fa 
a “g | ; al 
Ly a ¥ | 
a a : 
on 4 Ne ; 
Bs j os re : 5 ; 
a- . ar : Dec 
F q sg pr 
9 ae | 4 
yf % i. er - 
> g oe ie Ta % —- 
st Ghe ¥ a 
: | i VF of Bs = QuNe? \ a 
; . orice on WEE vig 
! | B eS BUSINESS WEEK —The News-base of Management's Decisions i 
. ih 
2 
: pe? 


Bn ee 


“er 
- 


+t a oe = ad 


14 


ADVERTISING AGE 


March 15, 194; 


Ration Ads Only 
After Other Cuts, 
Four A's Suggests 


Agencies Recommend 
Giving Fair Break 
to New Advertisers 


New York, March 10.—After 
studying the impact of paper limita- | 
tions on advertising since January, | 
the American Association of Adver- 
tising Agencies has recommended 
that publishers give new advertis- 
ers, as well as old, access to their | 
pages, and make physical cuts in 
trim sizes, print orders and circula- | 
tion before rationing advertising. 

The suggestions were made by the 
Four A’s special committee on space | 
rationing and approved by the joint 
media committee after an exchange | 
of views with representatives of the 
Association of National Advertisers. | 

The ANA and the Four A’s were | 
in “substantial agreement” on the) 
following principles as “most con-| 
structive handling of the problem in | 
the consumer magazine field from | 
the standpoint of publishers, adver- 
tisers, and agencies: 


Outline Principles 


“1. Advertisers and cle ete | 
recognize that the publisher’s pri- | 
mary responsibility is to his read-| 
ers. It is hoped that publishers will | 
maintain the same high standards of | 
editorial quality of the magazine as | 
heretofore. 

“2. It is suggested that publish- | 
ers make every effort to save paper 
by means of internal operating 
economies and mechanical adjust- 
ments where individually possible 
such as: (a) reducing the weight of 
paper stock without detriment to 
reproduction (b) cutting trim size 
(c) reducing editorial type face (d) 
narrowing width of margins sep- 
arating columns (e) eliminating 
house advertising. These and other 
minor savings may minimize the | 
need for further drastic steps. 

“3. It is believed that as long as| 
paper restrictions prevail, the most | 
equitable method of distributing | 
available paper among advertisers | 
is to reduce the print order and 
circulation. Such restrictions fall | 
on all advertisers alike. 

“4. It is recognized that despite | 
all savings of paper, publishers may | 
be unable to accept all contracts for | 
advertising space offered them and | 
that it may, therefore, be necessary | 
for them to allot existing space in| 
reduced quantity. 

“In such event, it is suggested | 
that space allotted to previous ad- | 
vertisers be handled on the basis of 
their use of the publication over a| 
period of years characterized by 
normal operations, rather than upon 
use of the publication during 1942 
alone, an abnormal year for many 
established advertisers who con-| 
verted their facilities to all-out war 
production at an early date and 
temporarily reduced advertising ex- 
penditures as a consequence. 

“5. The committee believes that 
publishers should allocate existing 
advertising space to new as well as 


rue THE TROD Hth« Ont 


sowrres THE TIMES RECORD 


[Tt OY RECORD (OA ViGERADVERTISN MANACEE | 
All Advertising Direct 


to old advertisers and that publish- 


ers should not completely close their 


pages to companies not previously 
using them. 


“It is believed that the interests 
of advertisers, publishers and agen- 
cies will best be served in the long 
run if new and deserving advertis- 
ers are given access to the facilities 
of magazine advertising. 

“6. It is recognized that publish- 
ers must have some means of de- 
termining whether or not advertis- 
ers really intend to make use of 
space reserved for them, far enough 
in advance of closing date so that in 
the event of cancelation such space 
may be made available for other 
advertisers or the paper saved for 
use in subsequent issues. 

“With this in mind, it is suggested 
as a temporary expedient to last as 
long as paper rationing continues, 


that publishers establish firm order 
closing dates two weeks in advance 
of black and white mechanical clos- 
ing dates and three weeks in ad- 
vance of color mechanical closing 
dates. Cancelation of firm orders 
would be permitted between firm 
order closing date and mechanical 
closing date, but if such cancelations 
are effected, the advertiser’s right to 
any future priorities for advertis- 
ing space would be forfeited at the 
discretion of the publisher.” 


Recognize Agencies 


It has also been recommended 
that publishers duly recognize their 
obligation to advertising agencies 
“who in many instances have spent 
several years developing new adver- 
tisers as part of their responsibility 
to publishers in accordance with the 
terms of their agency recognition 


agreements, which provide that 
commission allowed is for develop- 
ing new business as well as for the 
servicing of current advertising.” 
A further study is being made of 
the space problem in_ business 
papers, taking into consideration 
special conditions in that field. 


Gulf Promotes Three 


Gulf Oil Corporation, Pittsburgh, 
has appointed three members of the 
fuel oil sales department as assist- 
ant general managers of the depart- 
ment. They are L. F. Craig, in 
charge of industrial fuel oil sales in 
the Pittsburgh, Toledo and Louis- 
ville divisions; A. C. Stapf, in charge 
of sales on the Eastern Seaboard; 
and J. F. Walton Jr., in charge of 
sales in the southern and Gulf Coast 
areas. 


—. - - ~ 
Waldron Elected 

Thomas C. Waldron of the N: 
tional Advertising Company, Wee 


Wes 
minster, Md., has been elected ar 
dent of the American Highway gj, 
Association. Mr. Waldron \ for. 
merly with Interstate Display. 
Buffalo, which was purchased je. 
cently by National Advertisin 
Company, of which he is a p a 


Issues New House Organ 

Kent-Moore Organization, [n¢. 
Detroit, began publication, with the 
February issue, of “Service Engj- 
neering,” a quarterly devoted to the 
war contributions of the automo. 
tive, aircraft and Diesel  seryjce 
engineering field. The house orgay 
was planned and prepared by Grace 


& Bement, Detroit, the Kent-Moore 
‘agency. 


‘I'm speaking for women living everywhere 
throughout the Nation when I say that. To us 
turning the pages of Better Homes & Gardens is 
like turning to an old friend for advice. The thing 


we like best about it is the way it always anticipates 


~ “Better Homes & Gardens 
was our family authority 
before Pearl Harbor- 
it’s even more so today 


our problems before they happen. 


Better Homes G& Gardens 


AMERICA’S GREATEST MA 


_ and that’s why we home makers of America 


are ready to meet them. 


I know that other women like me, are better able 
to do the job that must be done today—thanks 10 
Better Homes & Gardens.” 


“Take rationing and sharing our meat. Why, as 
far back as February 1942, Better Homes & Gardens 
told us all about meat extenders. That's just typical 
of the many problems of /ome living that Better 


Homes & Gardens editors have known were coming 


a 


~ 


Deanne 


& Gardens reader. She regards Better Homes & 
Gardens as an intimate family adviser . . 
every month, the information required to adjust 


herself and her family to wartime conditions. 


“thanks to 
Better Homes & Gardens” 


There's a typical statement from a Better Homes 


. offering 


In food—in home decorating—in home mainte- 
nance and repairs—in gardening —in child care... 
in everything that affects family living, Better Homes 
& Gardens is accepted as the friendly authority. No 


wonder its reader intensity is up 24% over 1941. 
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. law prior to entering the service. } fl 
Magazine Tax Preliminary studies are already Fens Lege © ee eis Survey Shows New _ REASON WHY COPY 
is under way, with strong sentiment in anager of the Los Ani sien offices -J* 
Plan Discussed by favor of such legislation, provided rs lle Pl okay joined | England Dailies 
it can be financed. It has been sug- Logan & Arnold, Los Angeles, as a 
Delaware House gested that a fund be set up and the| (45. chief, and Edward L. Morris Increase Prices 
proceeds appropriated to the Un-|),;" heen named production man-| 
Wilmington, Del., March 10.— A|employment Compensation Commis- | porn nal i aeciens pony ogee ame Hartford, Conn., March 10.—New | 
- ent tax on magazines or books | sion. > ae SSS oe ron Pry agency.| England now has 23 papers selling 
one ‘ f granting un- Mr. Morris was formerly art direc- | ¢o, four cents, almost a fifth of the 
ye a. oss aad wee poo Boe ta kal | re otle City. Advertising Agency, | 121 papers in the six New England 
emp**” anaes > week . ; é ° fe states, according to a recent survey 
mut of the service $18 per week for! Weed Appoints Simonds a sage Mg ag Bele Rag ea = Sol 
» maximum of 20 weeks after the West Coast Manager T y ie I jew onglan aily News- 
“oe is currently under considera- g Lerry Joins BSF&D paper Association. 
te ere by the House of Repre-, Weed & Co., radio station a oe Arthur L. Terry has joined, In 1942 ee ee eee four-cent | 
a tives, sentative, New York, has appointed Brooke, Smith, French & Dorrance | Newspapers and two five-cent news- | 
Th possibility of such a scheme Lincoln P. Simonds as West Coast|as traffic manager of the Detroit; Papers in New England; in 1943 | We Are Not Manufacturers 
; shape shortly after the House manager with offices in Hollywood | division, where he will supervise | there are 10 five-cent newspapers. | But, a8 0 war-time necessity, we have to make things we 
oo ed a bill offered by Sen. Harry | and San Francisco. | office procedure and correlate all| Figures for the entire New Eng-| ————<—_ 
Mulholland (R., Milford), to pro- Mr. Simonds, formerly with the| creative and production activities.|!and territory show there are but Eee Se a ae 
vide -uch benefits to those who had | Texas State Network, has been with He was formerly connected with | one one-cent newspaper, 17 two-| we moan tent niga enema ne 
t sen employed in industries covered | Weed & Co.’s New York office for | Critchfield & Co. and Erwin, Wasey|cent newspapers; 70 three - cent) pnp ony pi om 
a e unemployment compensation the past two years. & Co. newspapers; 23 four-cent news- a. 
by . papers and 10 five-cent newspapers. | Many things we cennet make. Some we car—and de 
_—_ Increased production costs in 1943 | ———< 
are reflected in the comparable | sale og ino pha F 
prices for 1942 which shows there | Te extreardinary wart tetas Simom—mech mare tn 
were then 42 papers in the two-cent | aera 
class; 69 in the three-cent class; 6 prod iry p n rdr 
in the four-cent class and only 2 in| age. That means buses out of service for many days 
| the five-cent class. perhaps weeks untilreplecement parts can be obtained 
| pain The Youngstown Municipal Rwy. Co. 
Olds’ ‘Cannoneer’ to | 
War Department | Using newspaper space locally, the 


| Oldsmobile division is supplying 

the War Department with 2,000 
| copies of its plant publication, “Can- 
/noneer,” requested for special mail- 
|ing to editors of industrial plant 
| papers throughout the country. 

The “Cannoneer,” launched in 
January, 1942, was one of the first 
plant publications devoted to ac- 
| quainting workers with the details 
of the war production job ahead of 
them. It goes to all employes in- 
cluding those in the armed forces 
| and to employes of Oldsmobile sub- 
contractors. 


| — 


. ° 

‘Stansbury to Criterion 

| H. W. Stansbury has joined Cri- 

| terion Service, New York, to handle 
market research and sales promo- 
tion activities. He was formerly 
advertising and sales promotion 
manager of McKesson & Robbins, 
and account executive of Bowman 
& Columbia. 


Youngstown Municipal Railway Co. tells 


| the public why and how it is maintaining 
| equipment to the best of its ability. 


McGraw-Hill Appoints 
Finney Publisher 

Burnham Finney has been ap- 
pointed publisher of American Ma- 
chinist and Product Engineering. 
Mr. Finney, who has been editor of 
American Machinist, will continue 
as editor of that publication. 

W. E. Kennedy has been named 
general manager of the two pub- 
lications and will direct advertising, 
circulation and manufacturing oper- 
ations. 


Johnston to WHO 


Robert Johnston, formerly adver- 
tising manager of the local J. C. 
Penney store, has joined the sales 
promotion department of WHO, Des 
Moines, Ia. 


there will come a day... 


YES, THERE WILL 


body will wake up to the 


Surest formula for not 


Journal circulation st 


ABC shows 175,085 


more comin 


THE 


on white side-walls de luxe 


there will come a day! And some- 


fact that Mr. Samuel P Smith, 


of Atlanta. Georgia, and points South, is riding around 


that ain't his brand! 


being forgotten in the 


South's No. | market is the South's No. | newspaper-NOW. 


ill going great guns. Last 
daily; 231,535 Sunday— 


g up March 31st! 


The Atlanta Journal 


JOURNAL COVERS DIXIE 


LIKE THE DEW 
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Linsert to Red Star 


—llyvneg a Tf 


vertising manager of American 
Writing Paper Corporation, has been - 
appointed advertising manager of Opy EC ines 
Red Star Yeast & Products Com- 

pany, Milwaukee. He assumes duties 
previously handled by Edward F 


evel Fe" 1.0% During 1942 
Carlson, sales manager of the com- | 1.2 0 uring 


pany. 


| London, Feb. 16.—The British 
) | government — largest single adver- 

RAPHY tiser in the Empire — spent more 
oS than seven and a half million dollars 
|last year in carrying its war mes- 
/sages to the people, it was revealed 
‘this week. 

The aggregate expenditure for 
space during 1942 was $7,547,288, a| 
‘reduction of 7.2% 


For the fourth quarter of 
government advertising cost $2,575,- 


|all advertisers during the quarter. 

Cost of space for all advertising 
|during the final quarter 
' $13,987,828, 3.69% less than during! 


| expenditures of $621,856. 


the sniidais period of 1941, and 


| 7.19% less than in the final quarter 


of 1940. 
Military Forces Lead 


The military forces, especially the | 


| women’s units of the army and air 


forces, led the government list aur-| 
| ing the fourth quarter of 1942 with | 
The two} 


other leading government subdivi- | 


sions which spent large sums are 


the Ministry of Food, which used | 


$538,272, and the National Savings 


Committee, which has charge of all | 
with a| 


small savings campaigns, 
total expenditure of $504,396. 
The largest group expenditure 


| was for food and beverages, accord- 
ing to the British publication, which | 
compared with| accounted for 
| 1941 spending, according to figures| with $272,748 during the final quar- 
compiled by the Statistical Review. | 
1942, | other 


$299,704, 


ter of 1941. Patent medicines and 


medical preparations § ac- 


|counted for $868,292, a drop of 10% 
| 800, or 18.42% of the total spent by | 


from the total spent during the 
comparable period of 1941. 
Brand advertising has continued 


totaled despite restrictions on sales caused 


by rationing and short supplies, ! 


compared | 


— 
_ Rng 
CONTINUE ADVERTISING RATIONED GOODS 

The following figures show the comparison between expendit, 
for various British goods, all rationed or in short supply, for ¢ 
parable quarters of 1942 and 1939: 

Number of 1942, Number of 1939, 
Brands 4thquarter Brands 4th quarte, 

0 errr err se 31 $312,584 33 $186,956 
ee ae ee 12 142,476 32 327.875 
rig ois bare a 17 87,172 20 509,120 
ee 13 27,996 22 150,988 
Knitting wool ......... 29 52,928 39 107,284 
Automobiles ........... 26 166,604 65 893.176 
ee ee 11 22,660 36 227,444 
are 20 233,260 20 405,244 
Household soap ........ 28 404,116 41 878,344 
> (a ee eer 28 87,324 34 130,620 
2 AS ae Sree 16 44,636 20 59,988 
,) | re ec 47,996 12 262,624 
as a Oe a a are a ae oH 20 59,660 15 113,464 


with expenditures during the last 
three months of 1942 amounting to 
about half of the total spent during 
the fourth quarter of 1939, the first 
wartime fourth quarter. Gasoline, 
which figured then with a total of 
$201,980 for 12 brands, is now com- 


Bate 


| am comin ‘to DETROIT!” 


People are moving into Detroit! Even an 
alert Board of Commerce finds it difficult to 
keep count. But, this we know: Detroit leads 
all major cities of the nation in percentage 
of increase in population during the past 


two years. 


These newcomers (more than 300,000 of 
them) would have emptied the state of Dela- 
ware, Or cleared the city of Denver. Or left 


Dallas a ghost town. But, they have come 


from everywhere. Come to build the tanks 
and guns. Come to make every hour a pro- 
ductive hour. 

No routine radio schedules could serve 
these men and women. That is why WJR is 
Why 


there are newscasts every hour of the night. 


on the air twenty-four hours a day. 


Why the name band swinging for dancers in 
Hollywood is piped in for the pleasure of the 
swing shift at the war plants. 

Detroit is not leading a normal life these 
days. It is working ‘round the clock. It is 


fighting a war. And so is WJR. 


TWE GOOBWILL STATION 


Dit 


BASIC STATION... 
G. A. Richords, President . . 


-COLUMBIA BROADCASTING SYSTEM 
. Leo J. Fitzpatrick, Vice President ond Gen. Mgr. 


Edword Petry & Compony, Inc, 
Notionol Representotive 


pletely missing from the advert sing 
ranks. But it is the only major 
product which has disappeared com- 
pletely from the British adv ertising 
| pages. 


‘Farm Journal’ Elects 


Wiemers and Cardoff 


William B. Wiemers, of the Chi- 
cago office of Farm ‘Journal and 
Farmer’s Wife, has been elected 
vice-president of the western diyj- 
sion. Thomas H. Cardoff has been 
elected vice-president in charge of 
the eastern division, with headquar- 
ters in New York. 

Mr. Wiemers has been with the 
publication since 1935 and Mr. Car- 
doff joined Farm Journal in 1939. 
coming from Farmer’s Wife, St. 
Paul, when the publications were 
merged. 


Bing Named Director 

Dr. Franklin Church Bing, former 
secretary of the Council on Foods 
and Nutrition of the American 
Medical Association, has been ap- 
pointed director of the American 
Institute of Baking, Chicago. 


Morris Joins Rudge 

Charles V. Morris, former sales 
manager of the J. E. Linde Paper 
| Company, has joined the sales and 
| promotion department of William E. 
| Rudge’s Sons, New York. 
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ARS -RRS ok... 

ee, sorbine, 

- Admiracion Shampoo + B.C. Remedy 
Baby Ruth Candy » Camay Soap 

— Ceresota Flour + Cutex 

Diamond Walnuts + Elgin Watch 

a Eye-Gene + Fairflame Sportswear 

Fleetwood Cigarettes 


Kellogg's Al Bran 
‘Kellogg's Pep + Kool Cigarettes — 


NOW-AVAILABLE IN THE FIRST 3 MARKETS GROUP— Yj 


MORE SALES POWER FOR MORE ADVERTISERS! eZ 


\ OF APRIL 18, 1943 the Chi- Group. In one low-cost package, 


cago Sunday Tribune and the the Group delivers 71% coverage of 
Philadelphia Sunday Inquirer New York’s families, 66% of Chi- 
adopt for their roto picture sec- cago’s and 68% of Philadelphia’s. a sa 
tions in color the same popular Packer's Tar soap 


Base your drive on the Group and 
you gear in your operations with 
the retailing picture in each of 


: tabloid size issued by the New York 
Sunday News. 


Phillips’ Milk of Magnesia 


Designed to facilitate the news- these high-velocity sales centers. 3 Pond's Preparations + Pyrex : : 
print conservation programs of the In each of these cities the Group be _— s Digest «| me 
two newspapers, this change steps newspaper in 1942 led the rest of 
up the number of color page units field in retail advertising linage. Rolls Razor - Senks Coffee 


available to Group advertisers in 
each Sunday issue. 


‘Scholl's Products 


No magazine, no magazine sup- 
plement, delivers so much adver- 


Today’s market conditions tising pressure in these cities where 
make it important that you base today’s wider distribution of spend- 
your national drive on the pre- able income invites and rewards 
ferred, locally edited roto picture the intensive coverage delivered so 
sections of the First 3 Markets effectively and so economically by 


the Group. 


Ask a representative to give you 


6,339,458 the complete facts. 


average net paid total circulation 
during the 6-month period ended 
March 31, 1942 
Sepia roto only $1.44 per milline 
4-color roto pages only $1.78 per thousand 


MARKETS GROUP 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 
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Whips Up Interest 
for the “‘Whirs’ | 


To the Editor: That funny noise 
you hear ringing in your ears when 
you go “Waacy” over the “Waves” 
is made by the “Whirs” (Women’s 
Home Interest Reserves) — which | 
rabbit we pulled out of the hat to| 
give some recognition to the un- 
heralded women on the home front 


ry 


ms «Wom 


oe 


WOMENS HOME INTEREST RESERVES 


Tote! wor Finds Mothen fagning bovely on the 
home lroet tamer to feed ond clothe gro 
dichon worker to worch over sane ond dough 
term merece Red Cote USO -Cwvileon Ootenne 


beeps up the termily brant whch otter all a the 
buvadamen af the noton Meme ae une 
nq a they ore umaung in the serious care of 
the tomiwes of Mmence of oa 


fResu esti gious | 
QUALITEE DAIRY PRODUCTS = 
are vital to the food front 1 | 

i | 


| 


} | 


/ 


: Strong 
fat Nutritional Foods f 


who aren’t even getting regular 
time for their 98-hour stint. 

We started out to call them!) 
“Whics” (Women’s Home Interest | 
Corps), but the day our art went 
to the engraver, Harry Woodhead, 
president of Consolidated Aircraft 
Corporation, gave birth to _ his 
*“‘Wics” (Women’s Industrial Corps), 
so we had to cease and desist. 

As Colonna might ad lib—‘inter- 
esting, isn’t it’? 

N. K. BARNEs, 

Barnes Chase Company, San 

Diego, Cal. 


Asks for More Ahout 
Silk Screen Process 


To the Editor: I’m keenly inter- 
ested in the new color process men- 
tioned by the distinguished author | 
of the “Diary of an Ad Man” in 
your March 1 issue. He describes 
it as “the photographic silk screen 
process”, and it is a new one on me. 

Would it be possible for you to 
give me the name and address of 
the concern which has developed 
the process, so that I may get in 
touch with them for further infor- 
mation? 

ERNEST F. HUBBARD, 

Managing Editor, Hat Life, New 

York. 

[Editor’s Note: The photographic 
silk screen prints mentioned in the 
Diary were produced by Louis H. 
Ewing, Santa Fe artist, for the Lab- 
oratory of Anthropology, Santa Fe, 
N. M. The series of six prints is 
available for a $10 annual member- | 
ship in the institution. ] 


Asks Adult Reweeach 


on Propaganda Job 
To the Editor: 


was responsible, so I wrote Mr, 
Elmer Davis: 
“*The Great Malarkey’ sketches 


on the radio are piteously ineffec- 
tive. Like so much of Washington's 
‘propaganda-information’ stuff, they 
completely miss fire psychologically. 
You intimate that the ‘Great Malar- 
key’ is a downright, loud-mouthed 
fool—and you imply that anybody 
who doesn't believe as you would 
like to have him believe, is a simi- 


lar dolt. And you're so ill-natured 
about it. You sneer. You snarl. 
“For instance, I heard one the 


other day—about bread slicing. ‘The 
Great Malarkey’ was questioning its 
need, wondering—as thousands and 
thousands of damned good Ameri- 
cans were wondering—whether the 
bread wasted through home slicing 
was not perhaps more harmful to 
the war effort than the gains to be 
got through leaving slicing machines 
idle 


I wonder, too, if many others 
didn’t wonder about the closing 
words of your bellowed tirade: ‘And 


listen, Malarkey! We'll slice you up, 
too, if you keep on } up too 
g a squawk!’ That wasn’t a threat, 


syt? ; 
ulling 


maybe? 

“You've got to understand and 
resp: ct the reasons why people dis- 
agree before you can sell them away 


Congressman Defends 


I thought the pd 


srom t..e.r disagiee.ng. ‘Lou olen ii | 
doesn’t happen.” Daring to say 
things aren’t always just dandy | 
doesn’t brand an American a Bene- | 
dict A. 

Apparently I wrote the wrong| 
person. “The Great Malarkey” 
wasn’t the OWI’s brain-crime. NBC 
fostered, fathered, and foisted it. | 
But it’s gone. “Since many in the} 
audience reacted as you have,” NBC | 
writes me, “we have discontinued | 
the feature. Apparently it was a} 
well-intended device to arouse} 
Americans, but did not register as | 
it was intended. We write you so 
that you will not misunderstand 
where to place the blame.” 

Well-intended? Surely. But un- 
utterably stupid, don’t you think? 
When is every creator of propa- 
ganda in America—amateur or pro- 
fessional—going to realize that you 
can’t insult the intelligence of aver- 
age Americans and arouse anything 
but “Oh, yeah?” resentment? No- 
body’s fooling Joe and Jean Aver- 
age much about this war. It’s their 
war. 

As an advertising man, it’s hard 
for me to understand how the 
unquestionably able propagandists 
completely muff so many attempts. 
The ranks of the arousers are filled 
with advertising men. They know 
that you can’t sell successfully by | 
talking down to your prospects. In 
spite of all they know, though, most | 
of the printed and aired propaganda 
has a “And now, children, just you 
gather close, and Uncle Sammy will | 
tell you” puerility about it. 

Can’t we do a better job? I’m not) 
wondering, asking, or complaining | 
as a member of any business or) 
organization. I want to know as an) 
American, a purely private person | 
who knows we've got to win and} 
says, by damn, we're going to. 

RALPH BENNETT, 
Maxon, Inc., New York. 
v 7 v 


Spokane’s Position 


To the Editor: Doubtless you| 
have been deluged with protests | 
over Dr. Hauser’s tabulation of cities | 
in your recent issue. | 

Without any desire to be impolite, | 
may I insist that one more bucketful 
will not make Dr. Hauser any “wet- | 
ter’ as far as Spokane is concerned. 
Available statistics prove her pres- 
ent status far above the category 
allowed. 

As far as speculative futures go, 
that city is certainly strategically 
situated. Industrial energy, raw | 
materials, a back-log of skilled labor | 
and even dynamic geography, not 
to mention climate, schools and 
recreational facilities, all point to an 
undeniable future of sound promise. 

I know you will pardon this out- 
break, but local pride always seeks 
expression especially when such 
things as civic or industrial prog- 
ress are challenged. 

WALT HORAN, 

Member of Congress, 5th Dis- 

trict of Washington. 

v v v 


Unpremeditated Timing 


To the Editor: Here is an unusual 
incidence of timing on newspaper 
schedules. 

The enclosed advertisement for 
Bekins Van & Storage Company, 
headed, “It always has stopped rain- | 
ing,” was prepared some weeks ago. 
It appeared in Los Angeles news- 
papers during the recent three-day 
rain storm so “unusual” in Cali- 
fornia, and attracted more than 
usual interest to the headline. 

A. R. Brooks, 

Brooks Advertising Agency, Los 

Angeles. 


Research Technique 
Works for Army 


To the Editor: Here’s news which 
will undoubtedly be of interest to 
the readers of your publication. At-| 
tached hereto is a photostatic copy 
of the article which appeared in the 
Feb. 15 issue of Time magazine. it 
refers to a very extensive food sur- 
vey conducted by Master Sergeant 
Horace Schwerin and as a result of 
which, the Army expects to save 
$119,000,000 from its food bill and 
also provide food which the soldiers 
will enjoy more. 

The significant fact of interest to 


your readers in connection with this 
news story is that Horace Schwerin 
was the research director of our 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


agency and that he is applying to 
his Army task the same principles 
which were so successfully used in 
the commercial world. It is also 
significant that such a_ gigantic 
undertaking would be delegated to 
a non-commissioned officer who was 
drafted only a year and a half ago. 
HAL WINTER, 

Media Director, Raymond Spec- 

tor Company, New York. 

[Editor’s Note: The food survey 
reported by Time was conducted by 
Master Sergeant Schwerin and 50 
other enlisted men who, in a year, 
examined meals served to 2,474,362 
men in 500 Army mess halls, check- 
ing food likes and dislikes and the 
extent of wastage and absenteeism 
at mealtime. ] 


. a aoe 
Red Cross Seeks 
Publicity Aids 

To the Editor: You know the Red 
Cross needs money—and blood for 
plasma, but what you may not know 
is that they need some help from 
the advertising profession. 

Their O. E. Taylor at 2 East 37th 
St.,sinforms me that they require 
urgently the services of a publicity 
man or two. Would you be good 


enough to pass the word along for , “Protein Shortage Acute” y 


the “Greatest Mother?” 


HERBERT KAUFMAN, 


Advertising Manager, 


General 


Printing Ink Corporation, New 


York. 


Best Regards to Luckies 


To the Editor: 


ment. 


rae 951 SIGNS += 


JUST PLACE A PHONE CALL 


* 21077 : 
Cam 


some business from concerns that | 
did not know we were interested in | 


We are enclosing 
snapshot of a poster placed on our | 
panels in Lincoln, Neb., that has 
caused considerable favorable com- 
In fact, we have received 


doing any commercial sign work. 


We would appreciate your ex-| with 


—— 


/my knowledge, is the f 
nouncement to be made an, wher 
on this much talked of subject , 

It’s interesting to know we . 
able to get feed processors, », 
facturers and dealers toget! 


sell them on the importance 0 oe 
timely subject. The fact that y,, 
| were able to get competitive ing. 
tries and organizations together an, 


that they agreed on the impo); 


tan 
of such an announcement to the 
industry is noteworthy. The adver. 
tisement points out that pr ssing 


plants, working at peak product 
| capacity, cannot take care . 
| overwhelming protein requiremen:, 
this year, and that available syp_ 
plies must be equitably distribute, 
| Farmers are urged to avoid al! pog. 
sible waste in feeding. 

The idea was not an original one 
| with us. Bert Stolpe, advertising. 
/and promotion manager of the Sar. 
| gent Feed Company, Des Moines 
made the suggestion. A meeting 
was called of the Des Moines Feed. 
Flour and Seed Club, and Mr. Stolp, 
| was appointed chairman. Working 
him were Hugh Kelley of 


tending our regards to Lucky Strike. | Kelley Feeds, Inc., Carroll Swanson 
R. F. ROBINSON, - 


Robinson Outdoor Adv. 
pany, Lincoln, Neb. 


Aids Feed "Problem 


To the Editor: 


Com- 


I am enclosing | committee 


of Iowa Feed Company and George 
Schaaf of Schaaf’s Feed Store. Cop) 
suggestions were made to improve 
the original layoyt submitted, and 
/after all selling waS completed, the 
acted as a group to 


checking copies of the Register and approve the final proof. 


Tribune’s tabloid color page headed | 


As a result of the favorable com- 
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| 

ment received after publishing this} 
abloid page, @ follow-up campaign 

@ yjanned, and I am of the opinion | 

oan run a series of six quarter- | 

nage advertisements. The size and 
vength of the campaign will be de- 
cided at a meeting to be held 

shortly , 

“ gpace sold for 60 cents per line 

plus an additional cost of 20% for 

color. Art and cut costs were in- 
cluded in the amounts collected. 

I am of the opinion other news- 
papers and publications in the coun- 
try would like this information for 
the “Food Will Win the War” theme 
is an important one, and it can’t be 
stresssed too often right now. 

: RIcHARD V. NELSON, 
Manager, Advertising Counsel- 
ors, Des Moines Register and 
Tribune, Des Moines, Ta. 

vgsys yy? 


Bewails Paper Waste 


To the Editor: As a publisher and 
therefore a user of paper, and even 
though the quantities required for 
my two publications are only a 
small drop in the national bucket, I 
heartily agree with the remarks of 
Walter D. Fuller, quoted on Page 41 
of your March 1 issue in the article 
titled “Publishers Hold More Severe 
Paper Cuts Unnecessary.” 

Mr. Fuller asks: “What makes up 
the nine million tons of the rumored 
government requirements?” For just 
one example of enormous wastage 


may I call your attention to the sal- 
mon-colored tag-sheet backing stock 


used on war bonds? This is heavy- 
weight stock of the finest quality, 
suitable for letter-file folders, file 
cards and many similar purposes. 
Although each sheet is imprinted 
and no doubt originally there was 
some use for these, at present as 
each bond is completed on the type- 
writer the backing sheet is thrown 
away. It has made me feel posi- 
tively ill to see waste-basket after 
waste-basket filled with these at the 
Cleveland Trust Company (where I 
make my own bond purchases) and 
to think that this is happening every 
day all over the nation at every 
place where bonds are sold. Weigh- 
ing just one sheet and multiplying 
by the Treasury’s own released fig- 
ures on the quantity of bonds of 
different denominations sold 
monthly would indicate a wasted 
paper tonnage sufficient to startle 
anyone. 
CHARLES ABEL, 
Charles Abel, Inc., Cleveland. 
vv? 


With a Single Thought 


To the Editor: Happenstance, col- 
lusion, suggestion —or just layout 
man’s luck that put the Briggs to- 
bacco ad in the same issue of the 
SEP, the cover of which showed a 
barber doing a sailor furrow 
through a lad’s hair while both are 
engrossed in the comics? 

A. R. MacDOonaLp, 

MacDonald - Cook Company, 

Chicago. 


Phil Henriquez 
Announces Plans 
to Retire April 1 


Chicago, March 11.—Philip L. 
| Henriquee, one of the most widely 
| known newspaper representatives in 
‘the United States, will be missing 
from his usual haunts April 1, he 
announced today. 
He will terminate 
more than 50 
years of service 
in the national 
advertising field 
on that date and 
retire to his home 
in Wheaton, Chi- 
cago suburb. His 
duties as man- 
ager of the west- 
ern advertising 
office of the St. 
Louis Post-Dis- 
patch will be as- 
sumed by Ernest 
M. Roscher, who has almost 25 
years with that paper to his credit. 

Mr. Henriquez made his bow in 
advertising in 1889 when as a 
youngster from St. Louis he came 
|to Chicago to seek his fortune. He 
| answered an advertisement of Lord 


P. L. Henriquez 


& Thomas, 45 E. Randolph St., one 
of three advertising agencies in 
existence in Chicago at the time, 
and was employed immediately as 
office and errand boy when A. L. 
Thomas discovered that the appli- 
cant was the son of an old friend— 
J. D. Henriquez, of the St. Louis 
Globe-Democrat. 

After a year with Lord & 
Thomas, young Henriquez joined 
the S. C. Beckwith Special Agency, 
which represented the Post-Dispatch 
among other papers. Except for a 
brief venture into the representa- 
tives’ field on his own account, Mr. 
Henriquez was with Beckwith until 
1922, when the Post - Dispatch 
opened its own Chicago office with 
Henriquez as manager. While with 
Beckwith, Mr. Henriquez traveled 


jin every state in the Union and 


called on virtually every advertiser 
who was using national advertising 
or showing indications of doing so. 


Heads Association 


After becoming a member of the 
Post-Dispatch staff, Mr. Henriquez 
led a somewhat more sedentary life, 
and his portly figure and thick 
moustache became Michigan Ave- 
nue landmarks. He was able to 
devote more intensive cultivation to 
Chicago agency space buyers, most 
of whom are his warm friends. In 
1930 he was elected president of 
the Newspaper’ Representatives 
Association of Chicago and a year 
later was reelected, shattering the 


one-term tradition which had held 
during the entire existence of this 
hoary organization. 

Like most observers of the na- 
tional advertising scene, Mr. Hen- 
riquez believes the formation of 
the Audit Bureau of Circulations 
marked advertising’s coming of age, 
or its transition from a “game” to 
a profession. It was indeed a battle 
of wits in the old days, when the 
salesman with the most vivid imagi- 
nation and the largest expense 
account usually landed the order. 
The emergence of “truth in adver- 
tising” he ranks as the second step 
which insured preservation of ad- 
vertising for its ultimate role of 
building the highest living standards 
in history through mass distribu- 
tion of better products. 


Patent Medicine a Mainstay 


Mr. Henriquez recalls that in the 
old days, glamorous in spite of the 
lack of facts and standards, patent 
medicine manufacturers were the 
mainstay of publications of all 
kinds. They had quickly learned 
that while the circulations of 
some newspapers were undoubtedly 
smaller than advertised, anything 
can be sold by the printed word. 
They at least did not »zake the mis- 
take of abandoning successful cam- 
paigns too soon. The traditional 
way to advertise a panacea in those 


H ON CHAMPION 


The ever-increasing demand for extract for tanning leather to equip America’s 


armed forces finds Champion making still another vital contribution to the war 


effort. It is Champion’s extensive production of pulp that enables them to supply 


large quantities of tannic acid for this purpose. So, in the shells he fires, the pack- 


aging of his food, down to the very shoe leather that paves a pathway for his feet, 


the American fighter receives substantial aid from the three big mills of Champion. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, 


MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON « ST. LOUIS - CINCINNATI ATLANTA 


days was to give a newspaper one 
plate and let it run until it was 
worn out. 

The representative of a news- 
paper could usually leave the ad- 
vertising office of such a company 
with a contract calling for 60,000 
lines a year for three years. 

While Mr. Henriquez is noted for 
his kindliness and his mellow out- 
| look on life, some of those who have 
'conferred advertising contracts on 
him may be surprised to learn that 
}underneath his pleasant facade 
lurked a considerable amount of 
blood and iron. His personal code 
for success on either side of the 
advertising fence might be ex- 
pressed as follows: 

“1. Persistency. 2. 
3. Consistency.” 

Despite this somewhat fearsome 
formula, one of his contemporaries 
expressed the conviction that Mr. 
Henriquez’ success was due in large 
part to the fact that “He wears 
well.” 


Insistency. 


Picks Right Men 


The Post-Dispatch manager is a 
shrewd judge of his own salesmen, 
as well as of the men on whom he 
and they call. When he has placed 
his O. K. on a salesman, it is rarely 
necessary to do anything but give 
him a bit of guidance thereafter. 

Mr. Henriquez believes that some 
of the psychological aspects of sales 
management are not as well under- 
stood as they should be. The un- 
known quantity in any sales equa- 
tion he regards as the attitude of 
buyer and salesman. At times, the 
two have an instinctive liking for 
each other and the buyer is likely 
to accept at face value any repre- 
sentation made by the salesman. 
On other occasions, an equally mys- 
| terious, but definite antagonism 
springs up—a clash of personalities 
| which no one can explain, but which 
|\the wise sales director must take 
|into account if he is to meet his 
|fullest potentialities. 
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CHECKING -OUT G 
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ATLANTA, GA. 
THE ANSLEY 
BIRMINGHAM, ALA 
THE TUTWILER : 
NASHVILLE, TENN. -. 
THE ANDREW JACKSON 


GREENSBORO, N. C 

THE O. HENRY 
MONTGOMERY, ALA 

THE JEFFERSON DAVIS 
SAVANNAH, GA 

THE SAVANNAH 


NEW ORLEANS, LA 
THE ST. CHARLES 


DINKLER HOTELS 


CARLING DINKLER, PRES. 


3000 ROOMS in SOUTHERN HOTELS 
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Wins Injunction 
Longines-Wittnauer Watch Com-| 
pany, New York, has been granted a | 
permanent injunction against Emil 
Leichter and Bridge Watch Com- 
pany restraining them from use of 
the name “Longeau” on watches. 
The company claimed that this name 
was being confused with its Lon- 
gines watches, extensively adver- 
tised over a period of many years. 


‘Copy Gives Boost 


to Small Dealers 


Los Angeles, March 11.— Small 
business men—as exemplified by in- 
dependent Gilmore dealers — get a 
helping hand in a campaign 
launched by Gilmore Oil Company 
in newspapers of all metropolitan 


cities and a few smaller communi- 
ties in California, Oregon and Wash- 
ington. 

Gilmore has always marketed its 
product through independent deal- 
'ers and naturally is interested in 
their welfare. Clarence S. Beese- 
|myer, vice-president of the com- 
|pany, pointed out that much of 
|America’s community development 
| has centered about firms operated 
| by independent business men. “If 
| we eliminate the small proprietor,” 
/he said, “then we are going to bring 
|about a change in our way of life 
‘that will approach regimentation.” 


“No Burton Browne | 
> client hasa. | 
competitor with — 
chetter advertising™' 


_ BURTON fa BROWNE 


ADVERTISING A typical 168-line advertisement 
Dane eeet Sueenion svaeer 9 = > the new series reminds consum- 
4. CHICAGO: DEL. 3800 t ers that Gilmore dealers are, their 


Oey gale 


Bas Ol 


neighbors, that they are experts 
with years of training and know 


| their business thoroughly. ““Remem- 
| ber, when you patronize small busi- 
/ness concerns you vote for’ the 
| American way of living,” it con- 
| cludes. 

Ruthrauff & Ryan directs the ac- 
count. 


Appointed Art Director 

Rod Butterworth, formerly art di- 
rector of Macfadden Publications, 
has been named art director of 
World at War, new picture maga- 
| zine. 


Appoint Duane Lyon 


Post Pictures Corporation and 
Commonwealth Pictures Corpora- 
| tion of New York, distributors of 16 
mm. sound films, have appointed 
|S. Duane Lyon, Inc., to handle their 
|}accounts. Business papers will be 
| used on both accounts. 


Tuttle Rejoins R & R 


| Willson M. Tuttle, formerly asso- 
|ciated with A. & S. Lyons, Inc., has 
|rejoined the radio department of 
|Ruthrauff & Ryan, New York. 


/manager of Phillips-Jones Corpora- 


Admen in the | 
Armed Forces 


Milton B. Grossman, advertising 


tion, New York, has joined the 
Army. Alvin Regensburg, formerly 
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JOINS NAVY 


ee, 


with Gimbel’s department store, has 
succeeded Mr. Grossman with the 
New York clothing company. 

Raymond Paul Rose, art director 
of Jasper, Lynch & Fishel, New 
York, has been granted an indefinite 
leave of absence to join the Army. 

Gertrude Ann Ring, formerly with 
the advertising department. of 
American Airlines, New York, and 
promotion manager of Popular Sci- 
ence Monthly, has joined the Waac 
and is taking her basic training at 
Des Moines, Ia. 

Martha M. Smith, former publicity 
director of WCSC, Charleston, S. C.,| John Kettewell, vice president of Russel 
is attending the Waac administra-| M. Seeds Co., Chicago agency, is bein 
tive specialist school in Des Moines. | sworn into the Navy as a lieutenant, by 

Wadsworth Clark Hine, formerly | Lt. Comdr. M. L. Horner of the Ninth 
a commercial artist with Snow, Naval District procurement office. Li, 
Bates & Orme, Springfield, Mass.,| Kettewell is Sr his assignment 
© duty. 


* Philadelphia 

The Evening Bulletin has been Philadel- 
phia’s leading daily newspaper for 38 con- 
secutive years. Its present circulation of 
over 600,000 provides the advertiser with 
the most complete coverage, at the lowest 
milline cost, in any major market of the 
country. 


What city has the largest evening newspaper in America, with a circulation of over 600,0002* 


has been graduated from the off- 
cers’ candidate school and commis- 
sioned a second lieutenant in the 
Army. 

Eddie Kay, formerly with Kelsey- 
Hayes Wheel Company, and prior to 
| that with Ruthrauff & Ryan, Detroit, 
le joined the Army. 


| Dwight H. Early Jr., of F. E. M. 
| Cole _& Son, Chicago publishers’ 
| representative, has been called into 
| service and stationed at Fort Sheri- 
| dan, Ill. 


| Virginia Jackson, formerly with 
| Dwight H. Early, Chicago publish- 
|ers’ representative, has joined the 

Waac and will report for duty at 
| Daytona Beach, Fla. 


William Hartman, formerly assist- 
‘ant research director of William 
| Esty & Co., received his second lieu- 
| tenant’s commission from the Army 
‘air forces officer’s candidate school, 
|Miami Beach. He has been assigned 
to the air service command, Patter- 
son Field, O. 


BALTIMORE'S BLUE 
NETWORK 
ee OUTLET 


In Philadelphia — 
nearly everybody reads The Bulletin 
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Sohn Gimee, President 


George H. Roeder, Gen. 


- SPOT SALES, INC. 3 
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NATIONAL MAGAZINE 
| COVERAGE IN THE 
-E SUNDAY NEW YORK TIMES 


Te 


~ pil the News Thats 
Fit to Print 


RUMI PRESSE) 
TOSK 191 


“NEWS-POWER” GIVES THE SUNDAY : 
in 
TIMES THIS NATIONAL CIRCULATION M yation Mes, > AzIn, 
= . 2; any a ality P ‘Strip, S22in,’ he M " 
In 10,000 cities and towns located in 2ine te Wer, " its “ion © in con aba. 
2000 counties throughout America, men a thei,” afte, Use Bray in long “ene, 
and women who run the nation’s indus- pat a The rite Prin life: neview OF Tee ween 
trial, scientific, financial and professional ‘Bns Py 2 key ‘Mes Mite ’ 
life, read The New York Times because Nation Pubjj- aga. This section which summarizes and re- 4 
it carries ‘all the news that’s fit to print” x a/ Meq,1n = - a ' events J “g past ' 
, week through Saturday, is a high point a 
ie... of the Sunday Times. Industrial and in- 5 . 
<3 = stitutional advertisers find it particularly § a 
OP; = effective in reaching leaders of American F ~~" 


life in all parts of the nation. 
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Furniture Makers 
Urged to Protect 
Civilian Market 


Other ‘Less Necessary’ 
Industries Continue, 


Retailers Are Told 


Milwaukee, March 10.—A plea for 
a united front to combat unneces- 
sary curtailments in the furniture 
industry and to bolster civilian sales 
was sounded here this week by 
Frank S. Whiting, vice-president of 
the American Furniture Mart, Chi- 
cago. 

Furniture and home furnishings 
have collided with other civilian 
production and services in a fight 
for survival and new problems will 
confront the industry, Mr. Whiting 
warned members of the Wisconsin 
Retail Furniture Dealers Associa- 
tion. Raising the question of com- 
petition with other industries “less 
necessary to the public good than 
our own,” he continued: 

“Amusements and sports are 
morale building, and represent a 
considerable capital investment, but 
we doubt if they have the values 
that home goods have in times like 
these, and whether their travel and 
freight needs are greater than our 
own. 

“America spends about as much 
on cosmetics and beauty that is skin 
deep as it does on home furnishings. 
The leading tobacco companies each 
spend more money on national 
advertising than the whole home 
furnishings manufacturing industry 
combined, and yet our demand for 
goods is not synthetic—it is real and 
vitally important in many sections 
of the land at the present time.” 


Industry Campaign Unlikely 


Although the industry’s present 
position might conceivably be im- 
proved by advertising of an insti- 
tutional character, there is little 
likelihood of such a step, J. C. Mc- 
Carthy, of the National Association 
of Furniture Manufacturers, Chi- 
cago, told ADVERTISING AGE. The 
association tried advertising several 
years ago, he said, with unfavorable 
results because of the difficulty of 
representing all interests. Few indi- 
vidual manufacturers in the indus- 
try spend more than a moderate 
sum on national advertising of their 
own brand names. 

Citing figures which the mart has 
compiled through an industry-wide 
survey of manufacturers and retail- 
ers, Mr. Whiting said that 60% of 
the larger units in the industry have 
obtained war work, but that only 
21% to 27% of the industry’s ca- 
pacity has been utilized. Nearly 
1,000 war items are or can be made 
in home furnishing plants, he said. 
Although many home goods manu- 


WANTED 


ADVERTISING WRITER 


with a mind for 


BUSINESS AND ECONOMIC. 


FUNDAMENTALS 
e 


Our accounts are in the field of basic | 


products—commanding both consumer 


|facturers are doing war work—at 
|present 43% —most of them cannot 
|continue production or stay in busi- 
/ness unless civilian volume sales 
/continue, he claimed. 

The survey, to be laid before 
| Washington, D. C., officials shortly, 
also revealed that manufacturers 
are being given fewer opportunities 
to figure on new war work, he con- 
tinued. By April or May many of 
the present war contracts, such as 
bunk beds, will be completed. 
Civilian orders on hand with manu- 
facturers are for relatively short 
periods, averaging three to four 
months, a natural result of the raw 
material, labor and transportation 
situation. Although many of the 
large furniture makers are engaged 
in war production, the majority of 
smaller operators are not, and “most 
manufacturers have made almost 


|desperate efforts to get war con- 
| tracts,” Mr. Whiting said. 

A study of 102 government-desig- 
nated labor shortage communities 
revealed that home _ furnishings 
stores can exist an average of less 
than six months on present inven- 
tories, the mart official declared. 
Another complicating factor is the 
prediction that shortening of manu- 
facturers’ lines and simplification of 
furniture patterns will cut available 
selections by 33 1/3 to 50%, com- 
pared with a year ago. 


Named Research Head 


Edwin Engstrom, formerly with 
Macfadden Publications, has been 
named manager of the research and 
service department of Self-Service 
Grocer and Voluntary and Coopera- 
tive Groups Magazine, New York. 


Named Circulation Head 
Lee Wagner has been appointed 
circulation director of Liberty, 
Movie Show, Screenland and Silver 
Screen. Prior to joining Screenland 
Unit, Mr. Wagner was associated 
with American Mercury and Look. 


Joins King Features 
Geraldine H. Kashins, formerly 
with the Transamerican Broadcast- 
ing Company, has joined the com- 
mercial advertising division of King 
Features Syndicate, New York. 


Browne to N. W. Ayer 


C. R. Browne, formerly with 
American Magazine, and prior to 
that with McCann-Erickson, 
joined the service staff of N. W. 
Ayer & Son, New York. 


| 


es 
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President Signs Bill 
Permitting Wire Merge; 


President Roosevelt last 
signed the bill clearing the way fo 
the proposed merger of facilitie, co 
the Western Union and Posta| Tele. 
graph companies. 

FCC approval must be granted 
before a merger could be complete, 
and agreement must be reacheq }, 
managements of both wire service, 
on all details of any new setup. The 
legislation approved by Congrex. 
and the President is merely " 
abling bill. 


Gets Hotel Account 
The Barbizon, New York, reg. 


Week 


an en- 


has|dence for women, has appointeg 


Needham & Grohmann, Inc., Ney 
York, to place its advertising 


and industrial markets. We need a fine | 


writer—who is an equally fine thinker. 
One whose knowledge of economics is 
not limited to propaganda. One who 
knows business broadly and has a “feel” 
for the semitechnical. 
have had previous agency experience 
and will be in the forties. The chance 
to work with a national organization of 
low turnover, and for clients who have 
set an exceptionally high standard of 
imaginative thinking, makes this a dis- 
tinct opportunity. Contact and planning 
involved, along with writing. Location: 
large midwestern city. Write President. 


Box 4003, Advertising Age, Chicago. 


Ideally, he will | 


lt isrit funny any more.... 
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Zi oe York last night, Mr. Chirurg re-|and “educational programs” hav>| 3. Newsworthy—A telegram that | RATION BANK 
H | lls of ported on his recent trip to Britain,| been abandoned in favor of “infor- | planes from a certain plant partici- | wéiiagidieaaataan 
irurg e devoted primarily to studying the | mation programs,” because one im-| pated in a headlined battle has real Sl f- Gn 2 
use of the printed word and adver-| plies lack of morale, another the | value. , ; by Linde 

eek ..° ’ tising techniques within war plants.| hated “speedup,” and the third a 4. Human—First hand reports 
for Advertising .) $e The British, with approximately lack of training or understanding, by real fighters, enlisted men rather Announces a New Service to 
Ag three years more of intensive warj|all meanings that might be misin-| than officers, really work. Help With Your Ration Problems 
a_i roduction than this country behind | terpreted by workers. f Absenteeism 

. HF bonny have reached the highest pro-| In the British formula for “infor- omey Comte - ; DEPOSIT YOUR COUPON 
ted in rl iS an S duction per war worker of any of|mation programs” four factors are| Especially interesting to Ameri- BOOKS WITH US 
ted, the United Nations and their use of| predominant. They must be: cans at this time, amg tere pine WERE) RI Sa 
by ‘ew York, March 9.—Advertising | the printed word has played a major 4 Truthful — The d amage to|Chirurg, has been the British attack Tetephening @rocery Oc dors to GMteyd 
~ ong this country will find a real | role, he said. morale was obvious in one Con-|on absenteeism. - , 
The prose a ity for converting their) They have labor -management/|necticut plant when workers dis-| Research has been used to get = " 
fom ps + to war work by con-| committees, as does this country,|covered that a stirring eyewitness |the root of the real —e- - 
- pero on informative programs | but they are termed “works com-| account of a Russian battle had been worker is never handed a = 5. 

or morale and production | mittees,” giving the connotation of|given by a bogus hero who had | marks for his a e| ; Riera 

w nin the individual plants of their | unity of interest rather than divided | been no — to Stalingrad than con agfcowg ages Neng Fig image | 1 

clients, according ~ —— .¥ —_ interests. a ty ot Nast. \ ae, ea teh vietim geo a cebu 
esi. rurg, president =" e Boston agency Use Clarified Terms grenades in action will spur produc- | cumstances beyond his control. — 2 ae pom poo 
_ ge ‘before the Industrial} The terms “morale _ building] tion in grenade factories more than | _ 9 a should Fg * oat aeseme eens 
. advertising Association of New|drives,” “war production drives,”| pictures of tanks and planes. in the teeth to a person Bit 


Sibley, Lindsay & Carr Co., Rochester, 
N. Y., department store, announces a new 
service in this Rochester newspaper copy. 
Housewives are invited to deposit ration 
coupon books at the store so that they 
may continue to enjoy the convenience 
of telephoning grocery orders. 


ally doing his or her best for the 
war effort,” he emphasized. 

Supply breakdowns have been an 
important factor. And the 90% of 
the plants that are wired for sound 
frequently explain a visible break- 
down and illustrate the necessity for 
standing by to start the assembly 
lines rolling as soon as the missing 
parts arrive, just’ as a mechanic 
stands by to repair a_ returning 
bomber. 

The shortage of paper for posters 
and newspapers has led to the use 
of bulletin board displays in nearby 
store windows, and loud speakers 
in the place of house organs. 

The high degree of localization 
and direction to the interests of 
workers in specific plants, indus- 
tries and cities has given British 
advertising men an unusual oppor- 
tunity for employing their own 
skills in “essential” war work, a 
pattern that this country can well 
follow, Mr. Chirurg concluded. 


Hutzler Adds Two 


Hutzler Advertising Agency, Day- 
ton, O., has been appointed to 
handle advertising of the Dayton 
Journal-Herald and the industrial 
account of Dayton Oil Company. 


MBURNS THE BISCUITS / 


Tt ingenue with the big blue eyes, the dab of 


‘its investigations and verdicts . . . and last but 
not least, its purchasing password .. . The Good 
Housekeeping Guaranty Seal. 


our on her chin, and the pan of coal-black bis- 
fruits in her hands... is definitely not a glamour 
al any more! Nowadays it’s far from a joke... 


That's because Good Housekeeping is not a glam- 
's a catastrophe when rations are sabotaged on our book—an “escape book.” It’s a magazine ‘fils 
omni ss “meat” in it... a book that makes domestic good 


Today, more than ever in its 58 years of service, sense! Nationwide surveys show that its recom- 


00d Housekeeping is a “required” subject in the mendations are believed in and acted upon. \ts 


ome life of America. It’s a reference book that’s advice to consumers is considered final and authen- 


lelightfully readable . . . yet deals in brass tacks, tic. . . a real measuring-stick that can be under- 
stood and applied. You'd be wise to have your 


product represented, whenever possible, in this 


ot bon bons. . . facts, not froth. It not only thinks 
hings through and through, but does them through 
nd through. It eliminates by-guess-and-by-gosh 
planning by giving its readers the full benefit of 
s famous testing laboratories, its technical staffs, 


G. M. Elects Archer 


Thomas P. Archer, assistant gen- 
eral manager of the Fisher Body 
division, has been named vice-presi- 
dent of General Motors Corporation, 
Detroit. 


important medium. It’s a sure way to see that your 
selling message is always kept on the “active file” 
in millions of well-run homes all over America. 


Hanemann Made Adviser 


Albert Hanemann, president of 
the Green Coffee Association, New 


1941 1942 Orleans, has been appointed coffee 
300.002” ee 1939 — wee rs as adviser to the Food Distribution 
| =— Administration, Washington, D. C. 
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NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


Good Housekeeping's plurality of editorial service linage 

g is here pictured graphically. Based on the impartial 

= Lloyd Hall reports, this shows that in both peacetime 

a 7 and wartime Good Housekeeping publishes more (as 

well as better) service linage than all other Women’s 
Service Magazines. 
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/* Guaranteed by @ 
Good Housekeeping 
Yop , ¥ OLFECTIVE OR 
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“Independent Survey of Providence Bulletin 


ousekeeping 


LARGEST 25¢ ABC. CIRCULATION IN THE WORLD 
8.100.000 WOMEN READERS EACH MONTH 
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. a agency); Caterpillar Tractor ¢, 
Buchanan Adds Singer Hercules Powder | AWARD-WINNING CAMPAIGN pany, Peoria, TL. (N. W. ayo 
S. W. Singer has joined Buchanan Son, Inc., Chicago, agency) - Chesa- 
& Co., New York, as account execu- : ; : peake & Ohio Railway, Cleveland 
tive on the United Artists and owe 


1 ; (McCann-Erickson, Inc., Cleve}, 
Fabian Theater accounts. Mr. Singer Wins Business agency); Container Corporat gre 
was formerly with the RCA Victor | 
Division of the Radio Corporation 


America, Chicago (N. W. Ayer & 
of America. Paper Award 


Son, Inc., Chicago, agency) ; Indys_ 
Names J. R. Kupsick 


trial Division, E. I. duPon: qa 
Nemours & Co., Inc., Arlington, N. 
(Batten, Barton, Durstine & Os) rn. 

Exquisite Beauty Products, New| Chicago, March  11.—Hercules 
York. has ccnelahad the J. R. Kup- | Powder Company, Wilmington, Del., 
sick Advertising Agency to handle | Carried off the top award today in 
its account. Direct mail will be | the Chicago Business Papers Asso- 


Inc., New York, agency); Fe}t & 


Tarrant Mfg. Company, Ch cago 
(N. W. Ayer & Son, Inc., Chicago 

agency); Industrial Products Diy. 

used, with national magazines being | ciation’s first annual competition for ahs bier ~~. ye thane Com; ny, 
considered \the best use of business paper ad- C ron, \. ( ° riswo -Eshleman 
vertising during 1942. ompany, Cleveland, agency) ; Link. 

The presentation was made at a | 

joint meeting of the association with | 
the Chicago Federated Advertising 


Belt Company, Chicago (Behe! ang 
Waldie and Briggs, Chicago 
agency); and United Air Lines, Ch). 


Club. Theodore Marvin, Hercules HERCULES cago (N. W. Ayer & Son, Inc., Ch:- 
advertising manager, accepted the : counenoes acnaene cago, agency). 
Don't let your sales | trophy for his company. Fuller & HERCULES gon enna Copy of Highest Caliber 
ony tage yond Smith & Ross, ~ New York, was . In selecting Hercules Powder 
eS the agency for the winning cam- HERCULES POWDER COMPAND WILMINGTON. DELAWARE Company advertising as the winner, 
ali, sales Geog: | POE tition was established the jury of awards said: “For the 
cath. High - class ~ Chivas ail hi *) Two advertisements in the business paper campaign which won top honors for | most outstanding _ business paper 
models. Sparkling | by the icago publishers last year H Sauiee Co ten rh ° A campaign entered in this competi 
photography. ercules Powder . in the competition sponsored by the Chicago Business : ; : ompeti- 
Bait ibeas |a@S an annual award to the adver- > — t that it tributed 
plenddic AB. | O. apers Association. The award was presented for the best all-round use of ion in at it contributed more 
Ng FD rd who makes the best use of business paper advertising during 1942 completely to the dissemination of 
All, situations. | business papers, through adequate ' information of the advertiser’s fa- 
Blowups. Full re-|use of space, effective copy and 


leges. 10,000 sub- | illustrations, and proper integration | advertisers who entered the compe- | (Batten, Barton, Durstine & Osborn, cilities to serve many industries 


fi di I ice> tn th - af 
: f — ails coe with sales and sales promotion. tition. They were: Inc., Pittsburgh, agency); Armour & Sos gy povt a "ae i 
fs tion. Arteds of Mat P ted Allis-Chalmers Mfg. Company,|Co., Chicago (Foote, Cone & Belding, each industrial or cross section f id 
FREE! Proofs of newest releases on request. No wares ¢ a reses Milwaukee (Compton Advertising,|Inc., Chicago, agency); Carbide & , ae. 


obligations. 


‘ : , " Illustrations and format were of the 
Twelve awards of merit were pre-|Inc., New York, agency); American | Carbon Chemicals Corporation, New 
10 E. 38th St. ’ 
EYE* CATCHERS, INC. 


New York |sented to others among the 122'Steel & Wire Company, Cleveland! York (Rickard & Co., New York, = Wa canon tad chgnaioes eae 


gained.” 
se Members of the awards jury 
were: Frank L. Blake, advertising 
manager, Kimberly-Clark Corpora- 
tion; George J. Callos, manager of 
advertising and public relations, 
Allis-Chalmers Mfg. Company; M. J. 
Swan, space buyer, International 
Harvester Company; Sherman ). 
Sexton, general sales manager, John 
Sexton & Co.; Sterling E. Peacock, 
vice-president, N. W. Ayer & Son, 
Inc.; A. H. Fensholt, president, The 
Fensholt Company; and Wallace 
Meyer, vice-president, Reincke - 
Ellis-Younggreen & Finn, Inc. 


Hickerson Named Agency 


Extruded Plastics, Inc., Norwalk, 
Conn., has named J. M. Hickerson, 
Inc., New York, to place its adver- 
tising. 


woret® 


| How | 
Detroit Merchants 


Now ready for distribution after 


months of careful research, editing Y f 
Here is the first complete and authentic manual and checking . .. at a cost of more | Get Results 
a a , ; $ M. mbers of th 
describing and explaining all of the public relations pase rd a «=o | from 
j j he cou dentif 
problems imposed on Government and Business by the Graphic Arts Victory Committee peta by diaphay- Women Buyers 
the all-out war. —or may be obtained from Program cy seal . nl - - 
i " - : ‘ P stationery, calling cards, seventy-three women s 
Sixty four pages 82" x Il" of factual information on the Headquarters at a price of *1.00 their advertising clothing stores listed by Media 
fourteen major projects and their many subdivisions, =r ee ee mond “during 1942 Ps se 
including Rationing, Transportation, Conservation, more advertising in The Free 
| Salvage, Redistribution of Materials, Production tt te tt te ee ee eee omen gS ond pooh ng 
? Drives, Nutrition and health, Manpower, Anti-infla- * = one good cones 4 ahs Wee 
; resu 
as tion, Civilian Defense, War Bonds and Stamps, Morale, * Zs I want the iain Cine Reams Saree welih. 
ee Business Clinics and Security. This Guide Book shows a “GUIDE TO ESSENTIAL WARTIME By employing The Free age | as 
' “ No. | advertising medium, their 
advertisers and producers how printed promotion * PRINTING AND LITHOGRAPHY experience must have proved 
can be converted from peace time practices to a * pncpe ps find — to help pay the aes poe coniey hag et 
bulwark of support for Victory bringing projects. The * cost of this work. sales to women. 
Guide Book lists all available sources of information * 


... as a time-saver for advertisers who want to tune * Name______ a Se THE DETROIT 
their copy to essential programs. . Firm__ ; F be E E PR E S S 


# Ae Story, Brooks & Finley, Inc. 
eS GRAPHIC ARTS VICTORY COMMITTEE »  dtreet Sitios Hhesuasinatioia 
>) 17 East 42nd Street, New York, N. Y. . oh... State 
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LIFTER-UPPER 2 had an average attendance of 25 for| planning, sales and _ distribution ; 
" Wartime Forums 11 meetings which drew from 19 to| problems, radio listening habit, Lunch New Drive 
q I A ti it 43 members and visitors. | advertising appeals, field research, | for Shredded Wheat 
: ncrease Crlvl 7” A similar group considering | market research and opinion polls,| National Biscuit Company has 
{ “Sales and Distribution Problems” | and reading habits. Arthur Hirose,|jaunched a special campaign for 
of AMA Chapter under Philip Salisbury of Sales. es research director of McCall | Shredded Wheat, in addition to its 
: saath Management, drew an _  average| Corporation, is chairman of the regular promotion, with copy in Col- 
. | New York, March 9.—Growing attendance of 23 for eight meetings, | roup meetings. lier’s, Country Gentleman, Life 
. wartime interest in market research | ctart ith 14 and reaching :; aie | di 
0 | coupled with keen interest in post-| oF = as and reaching a peak —_ and The Saturday Evening 
| view ee ron . | Post. 
; pw naive op — has — The group discussion meetings, Named General Manager | The campaign will feature a 
, eeneneere rs y members of the | considering virtually every impor- | Robert K. Lindsley has been|“present and future” theme with 
|New York chapter of the Americar _tant wartime marketing subject,| appointed general manager of Sta-| illustrations of youngsters and the 
y | Marketing Association, who have} have become the backbone of the| tion KFBI, Wichita. Mr. Lindsley | grown-ups they hope to be. Em- 
F | been attending from six to 10 group|chapter’s activity. From two to/will continue as public relations| phasis is laid on good diet in reach- 
» | meetings per month in steadily in-| four speakers present brief reports | director of Farmers & Bankers Life |ing the best adult physical develop- 
’ creasing numbers during the past) of their current work, then join in| Insurance Company, owner of the | ment. 
n | year. general question and answer periods | station. ———_ 
2 that universally break up at 2/| ee ae ° ° ° 
i | Meetings Well Attended . mM. ‘Reijoins ‘Ho Beautiful’ ‘Stein Joins United 
, | One group, considering “Popula-| Subjects for the active wartime | joins use Seautllu Frank G. Stein has joined United 
| tion and Occupational Shifts” under | groups include population and occu-| Jack A. Lederer has returned to| Advertising Companies, Inc., Chi- 
; | the chairmanship of Dr. R. J. McFall} pational shifts, copy testing in war- | the advertising staff of House Beau- | cago, as account executive, coming 
| of Magazine Marketing Service, has! time, packaging problems, postwar! tiful after several years with Charm.' from Vanderbie & Rubens, Chicago. 
. NE $7 
e The American Weekly is offering this /4 AR WEEKLY 70 EVERY 
r 30x40 inch, six-color, three-dimensional 
, window display to men's wear dealers as 
eG part of a new promotional campaign to Ci 
f help stimulate business for the nation's 
. men's wear dealers during spring and 
$ summer, 1943. Advertising Agency Asso- o @ Ss r* 
: ciates, Chicago, is directing advertising. © 
Q 
: Spurs New Drive ; 


to Aid Men’‘s | 
Apparel Retailers © 


New York, March 10.—To help 
men’s apparel retailers face an | 
“even more critical year than 1942,” | 
The American Weekly is supple- | 
menting the special promotional | 
campaign it sponsored last fall and 
winter with a new drive to stimu- 
late business for men’s wear dealers 
: during spring and summer, 1943. 

“Style Bulletins for Men,” sched- | 
uled to appear as a quarter-page | 
advertisement in the March 21 issue 
of The American Weekly and every | 
second Sunday thereafter, will aim 
to keep consumers informed as to | 
why they should buy now, and what 
to expect and look for when shop- 
ping for various clothing items. 

A full-color display, 30x40 inches, | 
die cut to special shape and three- 
dimentional in character also will 
be distributed to merchants. This | 
display will be individually im- 
printed with each dealer’s name, 
feature the dealer’s “Pledge of Coop- | 
eration” and carry the slogan, “Bet- | 
ter Apparel Means Better Morale.” 

Five counter cards, a series ot 
newspaper mats and a list of new, | 
wartime-tested sales-building ideas 
for men’s store operation are in-| > 8 
cluded. 

The American Weekly campaign 
announcing this program is cur-| 
rently running in color bleed pages | 
in Apparel Arts, Men’s Apparel Re- | 
porter and Men’s Wear. Full page | 
insertions are appearing in Daily 
News Record, and the drive includes | 
special mailings to dealers. 

Since recent government figures 
point toward a difficult year for re- | 
tailers, the new campaign has been | 
geared to answer such questions as | 
“How can I increase, or hold, my | 
business?”; “What kinds and types | 
of merchandise shall I sell?”; “What | 
should be the selling technique used | 
by my salesmen?” and “What should | 
my advertising consist of?” 


YES... the Star Weekly covers 29.43% of the English- 
speaking homes in Canada. That means more than 
one home out of every four—almost one home out of 
every three in Canada, hands out a dime each week 
for a Star Weekly. 


Agha Opens Studio 

Dr. Mehemed F. Agha has resigned 
art director of Conde Nast Pub- 
itions to start his own business 
i designer and free lance art di- 
tor. He will be retained by 
nde Nast as consultant. ‘ - ‘ P 

en | Its circulation has grown consistently because it has 

features of interest to all classes, and all members of 

the family. The Star Weekly_is a generous bundle of 

intensely interesting reading matter and pictures, 

including roto section, comics, news, two magazine 


sections and a complete novel. 


This coverage is completely national in scope. The 7] 7 
Star Weekly has more readers on the Pacific Coast, 
in Ontario, Quebec and the Maritime Provinces, than 


any magazine. 
( 


This national weekly has by far the largest 
circulation in Canada—well over 600,000. For 
the advertiser, it is the one medium that covers 
Canada completely. 


MARY NELL KLING 


Home Economist 


‘te STAR 
WEEKLY 


PUBLISHED AT 80 KING STREET WEST, 
TORONTO, CANADA 


UNITED STATES REPRESENTATIVES: WARD-GRIFFITH COMPANY, INC 
NEW YORK, 247 Park Ave.;: CHICAGO, Wrigley Bido.; DETROIT, General Motors Bidg.: ATLANTA, 22 Marietta St. 
Bidg.; BOSTON, Statier Office Bidg.; LOS ANGELES, 103! South Broadway: SAN FRANCISCO, 68! Market Street. 
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Appoints Headley-Reed 

Headley - Reed Company, New 
York, has been appointed national 
advertising representative for Sta- 
tion WKNE, Keene, N. H., a CBS 
affiliate. 


. * 
Baird Joins Mathes | 
Gordon F. Baird, formerly with | 
Wendell P. Colton Company, has | 
joined J. M. Mathes, Inc., New York, | 
as an account executive. 


Fort Wayne is the largest retail 


market in the state of Indiana 
except the State Capital. It's an | 
active market today—a stable __ 


market always. 


The News - Sentinel | 


Fort Wayne's “Good Evening” Newspaper | 
FORT WAYNE, INDIANA 


Plan to Help Workers 
Start Business After War 

A unique savings plan, to enable 
workers to start their own private 
business after the war, has been 
announced by Lincoln Electric Com- 


|pany, Cleveland, manufacturer of 


arc welding equipment. 

This is one of the first concrete 
plans announced by an American 
industry to promote postwar enter- 
prise for workers. It is effective 
immediately and for those who par- 
ticipate in it, the plan will provide 
a means of setting up a business 
that offers excellent opportunities 
for profitable enterprise. 

The participant in the plan may 
employ it as a key to postwar estab- 
lishment of a business such as a 
commercial weldery, a commercial 
job welding shop, or an automotive 
welding repair shop, each of which 
promises a bright future. 

With the announcement of “The 
Lincoln Welder Savings Plan” is 
sent an application blank for open- 
ing a savings account in The Cleve- 
land Trust Company. When the 
coupon is returned to the bank with 
the first deposit in the form of a 


check, money order, or currency, a 


Postwar Planning 


How Business and Industry Are Preparing 


for a Peacetime World 
Edited by RALPH O. McGRAW 


savings passbook will be sent to the 
depositor, along with a form and 
self-addressed envelope for the next 
deposit. When this deposit is made, 
it is sent to the bank with the form 
properly filled out. The bank will 
return a receipt, along with a form 
for a subsequent deposit, and so on. 

The applicant is encouraged to 
make deposits regularly so that by 
the time priorities on welding 
equipment and electrodes are lifted, 
he will have enough money to pur- 
chase them and to start in busi- 
ness. 

When the priorities are lifted, 
Lincoln Electric Company will make 
an announcement as to the date it 
will be able to sell and ship the 
necessary equipment. The Lincoln 
catalog will be mailed on request, 
listing the latest types and prices. 

The depositor will then send his 
order to Lincoln Electric Company 
and notify The Cleveland Trust 
Company that his order has been 
placed, and the bank will turn the 
proper amount over to the Lincoln 
compahy. 

Shipment will be made as soon as 
possible to enable the welder to get 
started. Any excess money on de- 


posit can be used for the purchase 
of other types of machinery needed. 
The depositor may also withdraw 
the money for any purpose should 
any emergency arise. 

To help him build up the account 
in the bank, the company recom- 
mends that he make a budget for 
current living expense, and, of 
course, give priority to war bonds. 
The company emphasizes that he 
make the deposits “as regularly as 
clockwork” which is the easiest way 
to carry on such a program. 

cs * * 


A man from the East, seeking 
information on postwar planning 
activity with special reference to 
new or revamped products turned 
back home from Chicago last week 
after a somewhat fruitless search. 
Even the auto plants in Detroit 
wouldn’t admit they were even 
sparing a thought from war produc- 
tion for what they might do after 
the war. Plenty of people, it seems, 
are interested in everybody else’s 
postwar planning activities, but few 
will talk facts about what they, 
themselves, are doing. 

Ba * * 

The New York Central Railroad 
has organized a research council to 
study changes to come in transpor- 
tation after the war and to expedite 
improvement in the company’s plant 
and methods to meet the new con- 
ditions, according to the company’s 
annual report to stockholders. The 
committee is composed of eight of 
the company’s officers and under 


FIRST IN NEW YORK 


...- more LISTENERS than any other 
independent station— 


in all surveys. 


...more NATIONAL ADVERTISERS 
than any other independent station. 


... more money spent on WNEW than on 
any other independent station. 


BUT LAST IN NEW YORK 


...in COST per thousand families reached. 


WN 


cW 


501 MADISON AVENUE, NEW YORK, N. Y. 


Represented Nationally by John Blair & Company 


SERVING NEW YORK AND NEW JERSEY 24 HOURS A DAY 
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their direction several sub-commit- 

tees have started investigating com. 

petition from highways, waterways 

air lines, and pipe lines. , 
* * * 


Lever Bros. and Unilever Lid, ;, 
distributing in Canada the text ¢; 
its pamphlet on “The Problem of 
Unemployment,” which has gaineq 
wide attention in England recent}, 
reports the Toronto Globe and Mai) 
Its main contention is that freedoy, 
from want presupposes that the pro- 
ductive capacity of the nation be 
used continuously and without re- 
strictions from either manufacturers 
or labor. Rightly directed and useq 
it asserts, the nation’s productive 
capacity can provide the consumer 
goods necessary to give everybody 
decent housing, food, clothing ang 
modern amenities and provide as 
well for its own extension. Mags 
unemployment is a sure sign that it 
is not being directed and used cor- 
rectly, it says. 

“What is needed, the pamphlet 
contends, “is the planning of invest- 
ment so that it will be sufficiently 
large and sufficiently regular to pre- 
vent cyclical fluctuations. The main 
task in fostering regular capital jn- 
vestment, and through it, regular 
employment lies with the govern- 
ment.” 

* * x 

Wood is likely to be more impor- 
tant to civilization than metals, 
minerals, oil, rubber, ceramic prod- 
ucts and many others in the postwar 
era, asserts Nelson C. Brown, New 
York State College of Forestry, 
Syracuse, in the March Mechanical 
Engineering. He gives four reason 
for his belief, as follows: 

1. It has such universal applica- 
tion and use. 

2. It is abundantly available in 
|a great variety of textures, hard- 


| ness, durability, strength, pliability, 
| workability, and other desirable 


features. 

3. It is relatively inexpensive 
compared with other materials. 

4. It is replaceable. An improved 
plan of forestry indicates that all 
the wood needed can be grown in 
this country; that this country can 
grow all the wood it needs and per- 
naps a surplus for a_ substantial 
export trade. 

bd ut * 

Industry’s plans for the postwar 
period must be long range plans if 
'they are to succeed, declared Dr. 
| William S. Carpenter, chairman of 
the Department of Politics, Prince- 
ton University, in a report to the 
|Consumer Banking Institute that 
indicated the trend toward centrali- 
zation of industry is already under 
| way. He cautioned that postwar 
| plans will be inadequate if they look 
_merely to supplying the pent-up 
| demands existing at the close of the 
war. It would be tragic, he said, 
| to mop up the savings of the Ameri- 
|can people in a postwar boom only 
to plunge the country into a pro- 
| longed depression. Cycles of busi- 
|ness booms and depressions can be 
| controlled by planning, he asserted. 


Named Promotion Head 


| Kenneth H. Joy has been ap- 
| pointed promotion manager of Hill- 
/man Periodicals, New York. For 
the past ten years Mr. Joy has oper- 
ated his own business. He was pre- 
viously with Hearst business maga- 
zines and the New York Journal 


| Whose trade mark is this’ 


| 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 
5854, we will tell you. 
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New Transport Era Gooderham-Worts 
Keys Series for Starts Big Drive 
Seagram's V.O. for Its Whisky a ee Se ae 


New York, March 10.—The com- Detroit, March 10.—With detailed | ccale program is prompted by the 
pany’s conception of “transportation | drawings of American Clipper ships | realization that Gooderham & Worts 
to come,” effectively linked with its| and modern Canadian warships pro-| must protect its place in the indus- 
own product, has been adopted as/| viding the illustration motif, Good-|try, according to Frank W. Town- 
the new advertising theme of Sea-\erham & Worts Ltd., Walkerville, shend, director of advertising. The 
gram Distillers Corporation for its Ont., has launched an extensive na-| distiller has been in business for 
y. O. whiskies. : : tional advertising campaign Senter | 111 years, spanning several wars 

Full-page, four-color insertions] jing its G & VW Five-Star re periods of business unrest, and 
are to appear through the remainder whisky. is basing its long-view planning on 
of March and during April in Col-| The schedule includes full and | this experience. 
lier’s, Life, Newsweek and Time, | half pages, in two and four colors,; Maxon, Inc., Detroit, handles the 


Accompanied by an illustration of | appearing several times each month | account. 
the city of tomorrow, the copy 


in newspapers; painted bulletins, 
and business papers. 

Consumer advertising is designed 
|to retain G & W’s present standing 


| aa | - ay 
in Collier’s and Life; consistent copy Robers to Weatherhead 


Promotes News Coverage 
Gene P. Robers has been ap- Collier’s has just released a pro- 
pointed advertising manager  of| motion piece entitled “900,000 Miles 
| Weatherhead Company, Cleveland,| to War’, designed to show the mag- 
| succeeding Robert H. Weatherhead, | azine’s editorial news coverage on 
'who has joined the armed services.|a global scale. A full-color map 
|Mr. Robers was formerly advertis-|of the world is studded with dots 
|ing manager of Atlas Car & Mfg.|to show the travels of Collier’s cor- 
Company, Cleveland, and _ before! respondents. 
that owned his own industrial ad- 


vertising agency. 
George McGivern, space buyer of 
Named OWI Consultant Blackett - Sample - Hummert for 14 
Lewis H. Titterton, manager of! years, and more recently with the 
NBC’s script division, New York, | advertising department of the Chi- 
has been appointed consultant to|cago Sun, has been appointed direc- 
the domestic radio division of the|tor of media of Grant Advertising, 
Office of War Information. 'Inc., with headquarters in Chicago. 


McGivern Joins Grant 


envisages “high speed, amphibious 


motors that will whisk along the | A. cara acan cy — 
highways or skim across waterways | — ya a ; 7} Fe, 7, 
with equal ease. Your own car will % : AS Zi ONITAA) 


do a smooth, safe 100 miles an hour | & 
on land—and 50 on the water. | 4 


Skyscrapers will rise from spacious | a 
lawns.” i 
Linking product to text, copy also | “ 6 
points out that Seagram, too, plans | 
beyond tomorrow. ‘ | +66 
“The rare selected whiskies in| @ 
vy. O. Canadian were carefully laid ; ~ 45 
away to mellow years ago,” it adds. * 
“Since ‘Snow White and the Seven | 4 s “ ; 
Dwarfs’ first appeared on the screen, | i . ; 
since the International Paris Expo- | 6-1 & a 
sition opened, these fine whiskies 3 
have been treasured for tomorrow.” | im 62 | ge 
Roy S. Durstine, Inc., is the! 1 
d ’ 4 * 
agency. : 6i- i 6\ ‘ 
hes Du-Val Dri ai “is 
Launches Du- rive ; 
Durable Associated Companies, 59 59 
Toronto, has launched a campaign | THAN THE COMBINED CIRCULATION OF 
in Canadian newspapers for its Du- ‘ 58- 7 58 
Val women’s and men’s wear, um- | i a 
brellas, hand bags, etc. MacLaren | 57 WEEKDAY NEWSPAPERS IN THE U. S. $7 
Advertising Company, Toronto, is| i 
the agency. 4 56 Yes, thanks to the continuing enthusiastic acceptance of the Phoenix Republic and S6 
Fi ; ; Gazette by its loyal subscribers, circulation (M&E) shows greater strides than the combined e 
i 55. : circulation of ALL United States weekday newspapers—now at a record-breaking total! + “ss 
s ’ 
Promotes Evn-Slice Here’s exact proof that everywhere more people than ever before are depending on 2 
+. their daily newspapers for complete, quick and accurate news of events at home and abroad. Tv 
Dayton Bread Company, Dayton, ” : : , eo - 
0 aker of Miami Maid bread. | Pe In Arizona advantages of an all-coverage circulation are accentuated. Whether an 
» CEN c a - , oread, 's a a j advertiser's problem is to produce more sales, build good-will, or to advise of wartime con- Ay ca 53 
promoting its new Evn-Siice bread j ded ditions, the Phoenix Republic and Gazette does a better job, reaches more able-to-buy rid 
slicer in local media. Newspapers, a families, and does today’s advertising job more effectively and more economically. a 
giant car cards, 11x70 inches, and | im a Posi ve 
point of sale display cards are being i x g 
used through Hutzler Advertising ” ; 5! 
Agency, Dayton. 
: 49 | 
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9 RY 7 
> AVERAGE DAILY NET PAID CIRCULATION 
36- Fy ee 6 Months Ending Sept. 30th. . . 1920-42 % 
, g —_—_— 
% ~~ z= U.S. WEEKDAY REPUBLIC AND 35 
i =, Se YEAR NEWSPAPERS GAZETTE (M&F) 
% ~ (Cir, in Millions Cir. in Thous 
“T ‘ Be: x> 8 1920 27,790,656 22,123 34 
33 es = Md 1921 28,423,740 22,531 33 
% > 1922 29,680,328 21,464 
32 Sy = 1923 31,453,683 23,358 
te, y; ze 1924 32,999,437 25,942 32 
& AS) 1925 33,739,369 29,036 
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JWT Consumer Panel Traces 
Buying Habits of the Public 


Proves So Valuable 
That Clients Pay 
Annual Fee for if 


New York, March 11.—Statistical 
material gathered from a panel of 
2,000 families representing an ac- 
curate cross-section of non-farm 
families, originally developed by J. 
Walter Thompson Company as an 


“I forgot to list WFDF, Flint, Michigan, 
and missed the bus.” 


internal mechanism for assisting in 
checking copy themes and media 
choices, has proved so valuable in 
marketing operations that it has 
now been put on an “official” status 
and is being offered to the agency’s 
clients at a low fixed annual fee. 

The unusual research project is 
under the direction of Arno H. 
Johnson, Thompson’s director of 
media and research, and was begun 
on an experimental basis in the 
summer of 1939, when a panel of 
400 carefully selected families was 
induced to keep accurate purchase 
records on a number of commodities 
represented by J. Walter Thompson 
Company clients. 

When the initial “bugs” in the 
consumer panel were cleared out, 
the size of the panel was increased 
to 2,000 families early in 1940, and 
has been kept at that figure ever 
since. The families included in the 
panel were selected, along lines 
carefully laid out by Mr. Johnson, 
with the assistance of the agency’s 
own staff of resident investigators, 
who selected them only after care- 
ful checking and personal interview. 
That the sample is an amazingly 
accurate cross-section has been 
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PANEL SHOWS PATTERN OF CONSUMER USE OF NEW TOILET TISSUE 
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One of the interesting types of material available through the J. Walter Thompson Co. Consumer Panel is indicated by this 
unusual chart, tracing the consumer course of a new toilet tissue over a 33-month period. Above the horizontal line are new 
and repeat users, while below it are former users who discontinued. As will be seen from the chart, new users were attracted 
at a satisfactory rate, but repeat sales were so small that the product did not make @ serious penetration into the market. 


demonstrated to the complete satis- 
faction of the agency and its clients 
by a number of cross-checks with 
manufacturers’ actual sales records 


*Troy PLUS Schenectady, 


Rensselaer 


--A FIRST-RATE MARKET 


BUT it’s only ‘ieth* of the 1°/2-Billion- 


Dollar Market put together by 


the POWER 


ean do it. 


Within a radius of 100 miles from Schenectady, there 
is only one outlet for NBC, the most popular network, 
and that is WGY. NBC’s great shows, plus such to 
flight local programs as “ of 


"Market Basket” 


station. 


WGY’s first listeners heard it over crystal sets 21 


years ago. Later they were the first listeners in the 
the world to be served by a 50,000-watt station. Today 
WGY is a regular listening habit in the 748,800 radio 


homes of the Hudson Cire le. 


Albany, Pittsfield, Utica, Binghamton, 
Rome, Burlington, Kingston, Poughkeepsie, Elmira, Amsterdam, 


WEARING AN ARROW SHIRT? It_ 
probably came from Troy. The de- ~ ss 
tachable collar was invented here, and 
the city has remained foremost among 
the makers of shirts. 


FS 4 mes) ratio , A industrial plants to people in 
“£ Troy. Firms like Sbedienainn, one 
“7 j of the world’s largest manufacturers 


: X oheions turn out $75,000,000 worth 


ASIDE TO RIPLEY: America’s first sy 
sliderule experts came from Troy—~ 
*olytechnic Institute is the 
country’s oldest engineering college. 


In the Hudson Circle, where the cities are scattered 
and the conductivity only fair, it takes power to put 
together a 1: billion-dollar retail market. WG Y—with 
the region’s highest power (50,000 watts) and the low- 
est frequency (810 kilocycles) 


and the ‘ ‘arm 
give "GY 3% times as many listeners as the next nearest 


ONE FOR EVERY 325—that's the 


of products annually. 


PATRIOTIC NOTES: The original 
Uncle Sam came from Troy. And 
“Yankee Doodle” was written in Ren- 
sselaer County. 


—is the only station that 


Books,” the 


Speakin 
Bel of the Air,” 


during the three and one-half years 
the panel has been in operation. 


Keep Purchase Records 


The consumer panel was designed 
specifically to provide a cross-sec- 
tion of the broad middle income 
classes—that portion of America 
which represents the major market 
for Thompson clients. It is com- 
posed of non-farm families exclu- 
sively; its composition is based on 
the white population of the country; 
and it excludes from its computa- 
tions the 22% of the population at 
the lowest end of the economic scale 
and the 3% at the top. As Mr. 
Johnson phrases it, “the sample 
covers the 75% of the population 
which buys 85% of all consumer 
goods.” 

Members of the panel agree to 
keep a complete record of purchases 
in certain specified commodity 
groups, including such data as price 
paid, size, brand and number of 


units bought, along with the reasons 
for any brand change, and to send 
a monthly record of these purchase; 
to the agency. For their trouble. 
they are rewarded by the point 
method of compensation; that is, 
they get so many points each month 
for sending in the data, so many for 
promptness, additional points fo; 
persevering with their reports, etc 
These points are redeemable in pre- 
miums—a method of compensation 
which seems to be practically stand- 
ard in consumer panels. 


Panel Reliable 


That this type of panel can be re- 
lied on for consistent reports is 
amply indicated by the fact that 
each month the agency gets a 96% 
return, or better, from its members, 
and that turnover of families in the 
panel averages less than 10% an- 
nually. Actually, while the opera- 
tion of the panel has just been made 
“official,” there is a backlog of more 


The war 
with an 


Bureau of Census 
analysis for 


American Management 


Association classes 
San Diego “A-I", 


as one of six such areas 
which grew most rapidly 
during war, with the best 
prospects of retaining war- 
time growth. 


--Adv, Age, Feb. 1 


REPRESENTED NATIONALLY 


SAM DIEGO 
is A-l 


production city, 


A-l future! 


TODAY your war-time message in the San Diego 
Union and Tribune-Sun reaches an area with a 
very large percentage of employment in war in- 
dustries with a future. Daily circulation February 
Ist 112,198--Sunday, January 31st, 84,677. 


TOMORROW, the im- 
pressions planted will grow 
into acceptance and sales in 
an area now containing over 
a half million civilians and 
rated by Census officials as 
tops among larger American 
cities most likely to retain 
wartime gains. 


Send now for booklet, "How big 
is San Diego" ,or secure through 
National Representatives. 


SAN DIEGO UNION 
and TRIBUNE-SUN 


Union-Tribune Publishing Co., San Diego, California 


BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Cleveland « Denver « Seattie » Portiand « San Francisco « Los Angeles 
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2 SSS 3 aquabiea pair perepemp—e 
7 ‘ | fo Deal ling error inherent in any attempt! how sales are divided between new | as the fall of 1940 when purchases| the results of special sales or con- 
Tracing Results of a Dea to get repeated cross-sections ex-| and repeat customers. were showing good increases it was|sumer deals. For example, it was 
| actly comparabie. It avoids reliance As an example, the 1940-1942/ evident from the panel that the sales| found in tracing the history of a 
/on memory to cover events happen-| monthly history of a new competitive| were largely from new users who | Consumer deal on a cosmetic prod- 
3 ing at varying elapsed times prior to} product in the toilet tissue field sold| were being lost almost as fast as | uct that 75% of the purchases were 
6 12% ‘the interview, and it enables one to| through both grocery and drug out-/| gained—and it was possible to tell| made by regular or former users 
NV - contueuee ‘trace in detail the history of brand] lets is shown in the accompanying|from the reasons given for brand| while 25% of the purchasers were 
2 To USE |shifts and quantities purchased in| chart. In this panel group of repre-| changes what features the product) new. Half of the new customers 
#// \3% ‘typical families over a period of| sentative families the purchase of|needed if it were to hold repeat) later made repeat purchases, as in- 
saute time. \this product increased rapidly from | buyers. dicated by the accompanying chart. 
us a position of 1.2% of the total mar-| As of December 1942 this brand| This type of information makes it 
Repeat Sales Important ket in June 1940 to 3% in June 1941|had dropped to 1.4% of the panel| possible to judge the effectiveness of 
oy) FORMER A manufacturer, for example,/ and to a peak of 4% in March 1942.| purchasers and had a history of 
fp vsens might be having rapidly increasing| The manufacturers’ own sales or| having been used and discontinued Wette Gap. ciculer on 
‘sales but be failing to build any sub-| sales trends shown by store checks} by 22.6% of the panel families. All}. ARTKRAFT 
stantial repeat business to hold vol-| following this pattern of increase products, of course, experience a} Hot Cathode 
ume when the potential supply of| would on the surface appear favor-| turnover of users. The panel type FLUORESCENT 
| new customers nears exhaustion. It| able to the success of the product.| of research enables one to see if this LIGHTING. 
|is particularly important on new/ The chart shows, however, that in| turnover is abnormally high and to 
|products or on old products with | this ty F of ."" — es ag ye — Siete ; SIGNS OF LONG LIFE 
«adi new promotion campaigns to know| product did not have a favorable ikewise, e case histories 0 , 
poor et ee a al de socio. whellhae users oanaa ee to know patern of repeat buyers. As early| purchase are valuable in tracing WW AS CO, LIMA, OHIO 
a of the deal were users or former users 
of the product, while 25% were new. 
Of the latter, half made repeat purchases. 
than three years of purchase rec-| 
ords for each product classification, 
by families. 
Figures Available Quickly sa 
The panel was set up initially as ES : 
part of the agency’s operation, to ce : - 
enable account and creative men to ™ » a 
check on product consumption, on tik. » 
A market possibilities, on copy themes ’ ap A 
ns and the movement of merchandise, - 7 | 
id and all of the expense of its opera- | ‘SH mile o te 
es tion has been borne by the agency | at 1 f 
e, until now. However, as material —_ ~ 
nt developed through the panel was| ~ Migs 
is, presented to clients, and as its value | TR 
th as a marketing guide became more | ae” @eeeee 
or firmly established, the agency de- » 
4 termined to put it on & more prac : By a photographic process “V” letters to and from 
tc tical basis, and has now inaugurated Z ‘ ; 
e- a “commercial” service, limited en- our boys overseas are reproduced in microscopic 
on “e ‘lients of omps } 5 ft 
d- pr Ba egyae Pig lon Hrm a = size on thin rolls of film. This so reduces the bulk 
ee in diel alk matlab and weight of letters that the contents of 100 bags of 
marketing information which the \ regular mail go into 3 small pouches. Flown to their 
- ‘esearch dev s, it is particular Y 4 A 
is eee = on ees of an ; destination, the letters are enlarged to readable 
at speed with which it provides a pic-| size and speedily delivered 
% ture of consumer purchases. As it} P y ° 
~ is set up now, purchase data cover-| 
e 


ing any month is available by the| 
n- end of the month following—that is, 


a- data covering February will be 
de placed in subscribing clients’ hands 
re at the end of this month. In addi- 
—— tion, the backlog built up during the 
—_ operation of the panel during the 


past several years provides a trend 
line, rather than a static picture, 
and this trend line will naturally 
become more valuable as time goes 
on 
Data which can readily be obtained 
from the research include such items 
as the relative market penetration 
of various competing products; the 
potential market for a type of prod- 
uct, as indicated by present pur- 
chases; frequency of purchase and 
total family consumption; brand 
switching and reasons for these 
switches, etc. All of these and other | 
data may also be determined in the 
light of size, composition, location | 
and economic status of families. 
Reviews New Product Introduction 
Mr. Johnson points out that over \=a ' aif ge 
the three years of operation of the | aes ' q i 
af " 4 ey 


Instead of their original weight of a ton and a 
quarter, 150,000 such “V” letters weigh only 45 
pounds and can be tucked into cargo planes or 
bombers along with food and munitions without sacri- 
ficing vital shipping space. Thus another amazing 
American development helps get mail to our boys 
in days instead of months. 


RE CONSOLIDATED C2aZc/ PAPERS 
2 AT UNCOATED PAPER PRICES 


Another tradition shattering development 


panel on a nationwide basis he has | 
found that this method of consumer | 
research, employing continuing case | 
iistories of monthly purchases of 
identical families, has certain unique 
advantages over the usual interview | 
technique of covering any family | 
Only once. It eliminates the samp-| 


*, 
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To aid the users of Consolidated Coated 


...ina field that is a vital part of communica- 
tions ... came in 1935, when Consolidated 
began to manufacture coated printing paper 


in complying with war restrictions on paper 


consumption ... with minimum decrease in 


press runs... Consolidated urges its customers 


S\N Hoy 7 
¥ Me = ; 
Pam’ so economically that it could be sold at un- 


coated prices. 


to step down their basic weight specifications. 


FOOD 


FROM OUT OF THIS WORLD 


a famed feature at oll 
SWITT OPERATED HOTELS 


Printers, publishers and advertisers have 


Uniformly coated on both sides, the bril- discovered that the high opacity and bulk of 


a 


liant enamel surfaces of 
Consolidated Coated offer a 


Consolidated Coated Papers permit substan- 


tial paper weight reductions without lower- 


4 a. Cleueland | FAMOUS BRANDs perfect background for fine- ing the competitive position of their maga- 
LH 
In Py oe age | pRODUEIION GLOss screen halftones in one or zines and brochures in either thickness or 
NEIL HOUSE oaled 


In Lancaster, 0. many colors. 
THE LANCASTER 


Iu Corning, N. Yy 


printed appearance. 
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special promotions in terms of cost) basis to study how consumption per 
of obtaining and holding a new user.| family and per capita of certain 

These same case histories of pur-| products and brands varies by such 
chases have proved particularly use-| factors as size of city, family in- 
ful in quantitative studies of fam-| come, family size, geographical 
ily and per capita consumption of| region and by uses of the product 
the products reported on, since over | within the home. 

a period of time purchases and con- | 
sumption become equalized. Public Opinion Used 

Thompson has utilized these rec- | By means of special question- 
ords on an annual or semi-annual | naires from time to time, this same 
panel has been used to obtain a 
cross-section of public opinion on 
questions of general interest and on 
problems of particular interest to 
manufacturers of durable goods or 
high unit price and infrequent pur- 
chase. 

The members of the panel do not 
know the brands in which the 
Thompson organization is particu- 
larly interested, hence there iias been 
no evidence of any bias in their re- 
ports of brands purchased. This 
group is not used for product testing 
since every effort is made to avoid 


, i a ae a a ae aes 


; “Washington 
* Influence” begins 
od at home 


+ + + + + H F 


* CHOOSE THE 


LEADER IN > |any influence which might change 
® tHe BUSINESS the panel members from being typ- 
FIELD... ical in their buying habits. An en- 


* tirely separate group of 1,500 fami- 


lies is used by the agency for prod- 
uct testing. 


(Official U. S. Naty Photograph) 


“ Gunafotis of lhe Ain” 


AT PENSACOLA, FLORIDA 


—— 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column, 


March 1. Lunched with a well-known 
economist. He claimed that the greatest 
war danger to which the American people 
are not yet awake is inflation. In England, 
he said, this has been stopped in its tracks 
by taxes and enforced savings, and by com- 
plete wage and price controls. He thought 
our government would never have the 
courage to go as far until the people were 
aroused to the danger. Here is a theme 
some advertisers may see a chance to do 
something with. 


March 2. Looking over a series of rough 
layouts submitted by an art director today, 
I wondered how we came to make this end 
of our business so complex. The straining 
that goes on for originality in layout is 
mostly hocus-pocus. If we would only 
stick to the simple, direct, and unselfcon- 
scious forms that are really the best we 
could materially reduce the cost of ad prep- 
aration. Perhaps the growing shortage of 
art directors will teach us this. 


March 3. The Army has a good many 
so-called public relations officers, but the 
increasing questioning of its policies makes 
me wonder whether they are up to their 
job. There may be the best reasons in the 
world why we need the size Army which 
the heads of it are demanding; and why 
they need to buy up all the great quanti- 
ties of goods they are taking off the mar- 
ket; but if so the public has not been made 
to understand them. The greatest postwar 
tragedy that could happen to us would be 
such a revulsion from military ways as 
would throw us back into another starved 
Army program. 


March 4. Nine-tenths of all the waste 
work in this business comes from trying to 
write copy before we have really deter- 


ae 


mined what it is we are trying to sell. The 
answer seems obvious when we have a 
product that we want the reader or listener 
to buy, but the proposition we are going 
to make him to get him to buy is not 
always so easy to formulate. And today, 
when so often we are trying to sell an idea 
only, the clear definition of that idea is a 
necessary prerequisite to good copy work. 


March 5. Visiting in New York today 
I was invited to attend a meeting of the 
Advertising Council. It would be my re- 
spectful suggestion to this group that they 
extend as many such invitations as is prac- 
ticable. No one attending such a meeting 
can fail to be impressed by the evidences 
of the devoted and intelligent work which 
the Council is doing in the total war effort. 


March 6. Lunching with some friends in 
a smart restaurant, they pointed out to me 
the woman who is the “Blithe Spirit” in 
Noel Coward’s play of that name. But I 
thought the real blithe spirit was at our 
table—a young woman living on what a 
lieutenant husband could send her, and 
suffused with happiness because she will 
soon be a mother. 


March 7. (ON THE NATURE OF AD- 
VERTISING KNOWLEDGE.) One of the 
reasons why we need to get this subject 
fully developed, and its parts defined, is to 
be better able to say who is an advertising 
man. When we employ a lawyer, doctor, 
or even an architect we have the guarantee 
that he has been subjected to the learning 
of at least some minimum body of knowl- 
edge. I can see no reason why the business 
man, when he is invited to risk large sums 
of money on the judgment of an advertising 
man, should not have similar assurances. 


Fulton Lewis and 


Hooper Reports 


‘Judge Approves Lease 
on Omaha Station 


IS IN WWL-LAND 


and so are 10,000,000 customers from five different states 


Shy 


New Orleans 


* 
- %. 


fs 


Orleans, yet the Naval 


the Deep South. 


South, you need 


THREE STATES AWAY from 


Center at Pensacola, Florida, is in 
WWL’s primary listening area! Just one 
more example of how WWL blankets 


NO OTHER STATION for hundreds of 
miles can compete with WWL’s 50,000 
watt, clear channel signal. For com- 
plete coverage of the prosperous Deep 


50,000 WATTS— 
The Greatest Selling POWER 


CBS Affiliate —Not'l Representatives, The Katz Agency, Inc. 


New 


Air Training 


CLEAR CHANNEL 


in the South's Greatest City 


Station KGEI Win 
DuPont Awards 


New York, March 10.—Fulton 
Lewis Jr., Mutual Broadcasting Sys- 
tem news commentator, and Gen- 
eral Electric’s shortwave station, 
KGEI, Belmont, Cal., last week 


| Alfred I. duPont Radio Awards at a 
dinner given here by Mrs. Alfred 
| 1. duPont. 

| The winners received $1,000 each, 
Mr. Lewis “in recognition of his dis- 
tinguished and meritorious per- 
formance of public service by 
aggressive, consistently excellent 
and accurate gathering and report- 


were named winners of the 1942) 


1943 Piles Up New 
Listening Records 


New York, March 10.—Radio’s 
evening “available audience” hit 
|new high in every month but one in 
1942 and is piling up still better 
records in 1943, according to the 
“Available Audience Index,” re- 
leased by C. E. Hooper, Inc. The 


she 


|formerly with the Russel M. Seeds 


age of radio families “at home and | 


awake.” 
The actual “available audience” 
index figures for 1943 are: Jan. 15, 


81.9%; Feb. 28, 81.2%. 
| weather, holiday 


Inclement 
festivities and 


/under the new lease started Jan. 14 


‘ing of news,” and KGEI, “for its| other contributing factors have all | 


|outstanding and meritorious public 
service in encouraging, fostering, 
promoting and developing American 
ideals of freedom.” 

Proceedings, which were aired 
over the Blue and MBS networks, 
featured Miller McClintock, presi- 
dent of Mutual, as principal speaker. 
Robert S. Peare, manager of broad- 
casting for General Electric, ac- 
cepted the award for KGEI, and 
Mrs. Fulton Lewis Jr. accepted her 
husband’s award. 


‘Field & Stream’ Will 
Trim Page Size 

In order to conform with paper 
restrictions, Field & Stream will 
reduce its trim size from 83% x 11% 
inches to 83, x 1114 inches, effective 
with the June issue. 

There will be no change in column 
widths or the depth and width of 
the regular advertising page. More 
time will be allowed between the 
final press closing date and publica- 
tion date to offset wartime delays 
in transportation. A new rate card, 
No. 32, has just been issued. 


Joins Higgins Aircraft 
Robert C. Simpson, formerly radio 
director in the New Orleans office 
of Anfenger Advertising Agency, 
has joined Higgins Aircraft, Inc.., 
New Orleans. He will be assistant 
to the vice-president and _ will 


handle public relations and pub- 


licity. 


tended to make January the best 
| month of the year to gain maximum 
_listenership, the index points out. 

Hooper rating report again shows 
Bob Hope leading the list, with Fib- 


| 


| The “First 15” in the Feb. 28) 


ber McGee and Molly, Charlie Mc- | 


Carthy and the Aldrich Family 
following in that order. For pro- 
grams broadcast after 10:30 p. m., 
EWT, Red Skelton holds top spot in 
listenership. 


Crawtord to ‘Liberty’ 


F. E. Crawford, formerly of the | 


New York Sun, has joined the Chi- 
cago staff of Liberty. 


‘ : |Myers of New York City, and five 
available audience” is the percent- | 


|Inc., of approximately $3,000 a 
82.3%; Jan. 30, 83.2%; Feb. 15, 


The lease under which John J. 
Gillin Jr., and others acquired con- 
trol of Station WOW for a 15-year 
period from the Woodmen of the 
World Life Insurance Society was 
approved here last week by District 
Judge A. Rine. 

Besides Mr. Gillin, Tom Wallace 


Company, Chicago agency, Guy 


Omaha men are the new operators 
of WOW. Actual operation of WOW 


It provides for payment by WOW, 


month for three years and $6,000 a 
month thereafter for the remaining 
12 years. 


Adds Borg & Beck 

Rogers & Smith, Chicago, has been 
appointed to handle the account of 
Borg & Beck division of Borg-W *r- 
ner Corporation, Chicago, Other 
divisions served by this agency are 
Ingersoll Steel & Disc, Calumet Steel 
and Borg-Warner Service Parts. 


Names Brisacher, Davis 


The Squirt Company, Beve 
Hills, has appointed Brisacl 
Davis & Van Norden, Los Ange! 
to handle its advertising. Nev 
papers, radio and car cards will 
used. 


“Ask your 
Agency 

to ask the 
COLONEL!” 


WPTF 


50,000 watts - NBC 


RALEIGH 


In the Center of North Carolin4 


" FREE & PETERS, INC. 


7 Exclusive National Representatives 


GIBBONS KNOWS CANADA 


ADVERTISING 


J. A 


TORONTO MONTREAL WINNIPEG 


vY sTeee 


IBBONS LTD. 


REGINA CALGARY EOMONTON vancouver 


MERCHANDISING 


way ; A ee ee i 7 a ox , ‘ He >: *'¢ ae se oar Pirie al " ; ed ee t Peed i. = £ i ee ra x es reso eh 4 sek tae Te eae ee Na Rae Ey Phe ee + J =) Page. ai = 3" ae i: 
ae eC > 
E Pe ‘ 5 : ~<? : ~ —— : pei ae sa a ings gag nit Tiga re — 
€ s 
. A 
ih | 
Peay 2 
t1Sl 
: ché 
| clu 
we 
pet 
to 
( 
the 
icé 
in 
a on 
ba : 
- . we 
" be 
4 lit 
i | . fo 
| C 
te 
; of 
a : 
| ti 
ra LT . 
| v 
’ . od o e 
3 u 
il 
) ' a 
yer ssi es nici a 
ge ; ee ee 
oa a Seer ee : 
4 e : wig ee ee - “ ‘a i " a?" ' all : 
_ * <> -~-— N _ “aa 2 
= ae et a . 
= &, asiiitt — 
; . 
: . 
A Ss _ 
, a ee e : ‘ 7 # 
- ef “~ ae oil : - a 
. “a A he . ny Meee ee Oy ed * 7 age, ie hes 
7. ee - ine * al ee re PD ok og eB | a 
= | ee 
a ee | 
tial Sactiel Bo ee 
gical | 
3G : 
7 ig 
ae a 
26 ei 
a Tee. 
i: a is . 
a . ¥ ‘ ce 9 
> a 2. | 
3 f Es ad . «iy 
| z= || 
Ri aon a ly 
Te ee eR Se 
% P| : 
i i, ee 
=" fe: ¢ 
a 3 : 
= ; : ; << 
lit tee ; ‘ PO 
re . J 3 \ 
: 4 ‘ > Po 
| . » 64 eae eee 
: 3 be. 3 ‘S) 
. : a: : aan . 
a NEW ORLEANS ‘ G oe 
> 
<a ‘ h 
ae 
a we 
a i ee | | —. 
ee my — ee ee 
ine ‘ 
eps” 
peg: » Bs, so lL» a ee 5 j : — : ys ioe : “3 : yg Ha aE ’ aa Shane — = v Path ‘ : 7 <a a ey : e Te ‘ ‘ “3 / 
¥ f - , = pr de er oe 4 e ‘ ‘i nia % 4 , ‘ F - ’ e Sadi . ; i i, 4 Ss 4 ra x 


ADVERTISING AGE 


he 


31 


War Campaigns 
Basis for 1943 
AFA Club Awards 


New York, March 9.—Willard 
‘olf. vice-president of the Adver- 


) 
Eg Federation of America and 
chairman of the 1943 awards for 
club achievement, announced this | 
week that entries in the 1943 com- | 
petition must be devoted exclusively | 
to war advertising activities. 


Commenting on the new basis for | 


the awards, Mr. Egolf said, “Serv- Adds Guernsey Accounts 


, the United States government 


'Brooke Joins Blue 


Barnard Joins Federal 


/manager of Federal Electric Prod-|mert, Inc. 
|ucts Company, Newark, N. J. ‘ 
aiid chcctlnaita aaa nation of Jack Loucks. 


John W. Brooke, for the past 


Wolcott Named 
three years in the Detroit ofice of | B-S-F1 Director of 


so sales staff of the ve’ Media, Research 


Chicago, March 9.—Appointment 
of Charles A. Wolcott as director of 

Daniel F. Barnard, formerly of | printed media and research was an- 
the Champion Lamp Works, Lynn, | 0unced this week by H. M. Dancer, 
Mass., has been appointed sales | President of Blackett-Sample-Hum- 
The promotion fills the 
vacancy created by the recent resig- 


Paul Flavin and John L. Snod- 
grass will act as space buyers, each 


| entity with success. J. James Neale, 
radio time buyer, has three time 
buyers under him, two specializing 
in major accounts, the third taking 
care of day-to-day problems. 

Mr. Wolcott joined Blackett-Sam- 
ple-Hummert in July, 1941, “in 
charge” of printed media and re- 
search. He came from Daniel 
Starch, New York research organ- 
ization. 


Barrett to Railway 


Neal Barrett, former manager of 
KOMA, Oklahoma City, and more 
| recently deputy state administrator 


Harris Joins Ambro 

Jean Harris has joined Ambro 
| Advertising Agency, Cedar Rapids, 
Ia., as copywriter and production 
| clerk. 


‘Timberman’ Moves 


Timberman, lumber journal pub- 
lished monthly, has moved its of- 
fices in Portland, Ore., to the Platt 
building, 519 S. W. Park Ave. 


MAILING SERVICE 


am &.* 


—P SS tt ee 


ice Badger and_ Browning, Inc.,|specializing on certain accounts.|for the war savings staff, has been 


oston, has been appointed to|Both have been in the agency’s|named director of public relations 
andle the accounts of the American | media department for some time. |and advertising of the Oklahoma 
“$8 . ae . 4:...-1..1,.| Guernsey Cattle Club and Golden The specialization plan has been| Railway Company, and has been 
Advertising clubs are particularly |Guernsey, Inc., both of Peterbor-| tested in the radio department of | elected a vice-president of the tran- 


wel] situated to render such service, : _ is + ‘ . | si r 
‘cause their promotion and pub. | Cush, N. H. Blackett-Sample-Hummert, appar-!sit firm. 


icity talents are in great demand | 
for the proper conduct of public 
war drives in their communities. | 
Club officers should not only volun- | 
teer, but insist upon the privilege 
of handling public war drives as a 
contribution toward the preserva- | 
tion of free enterprise and the per- | 
petuation of the Bill of Rights, to 
which advertising owes its very 
existence. I shall be disappointed 
unless every club in the Advertis- 
ing Federation of America submits 
an entry.” 

Members of the awards commit- | 
tee serving with Mr. Egolf are: 
Oliver Drummond, Crowell-Collier | 
Publishing Company, Boston; Forbes 
McKay, Progressive Farmer-Rural- 
ist Company, Birmingham, Ala.; 
Rowland Broiles, president of Row- | 
land Broiles Company, Fort Worth; 
Murrel Crump, Sinclair Coal Com- | 
pany, Kansas City, Mo.; James W. 
Petty, H. & S. Pogue Company, Cin- | 
cinnati; and Beatrice Adams, Gard- | 
ner Advertising Company, St. Louis, 
representing the women’s clubs. 


in these times must be the basis| p 
on which every business and every |}, 
zation justifies its existence. 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8. Dearborn 8¢., Chicago Wab. 6656 


orga! 


Apex Tire to Bernstein 
Apex Tire Company, Pawtucket, | 
R. L, has appointed Bo Bernstein & | 
Co., of that city, to place its adver- | 
tising. Newspapers in key New| 
England cities will be used, in addi- | 
tion to direct mail and spot radio. 


Weintraub Ups Bernbach | 


William H. Weintraub Company, | 
New York, has appointed William | 
Bernbach to the post of director of | 
public relations. Mr. Bernbach, for- | 
merly director of research for the 
same agency, will also be in charge | 
of promotion and trade relations. 


ASCAP Simplifies Form 


The American Society of Com- 
posers, Authors and Publishers has 
issued a simplified report for radio 


Here’s how the dealers voted for their preferred 


media: 


“WHO? WHY, W-#H-0 


madie Stations... .....ssccces 68.3% 


stations having a local blanket com- — Ve COU SE ’ "7 Daily Newspapers ............ 20.5% 
mercial license. The new forms| . 

were planned to speed handling by ee ee 9.5% 
radio stations which have been beset | 


by personnel problems. 


Late last year the lowa Retail Grocers and Meat 


Dealers Assn. wrote to approximately 6,000 lowa 


Radio in general got 18.3% more votes than aM 
grocers, as follows: - 


other media combined 7 


**What state-wide advertising medium helps sell 
UNITED 


STATES 
SAVINGS 


The most popular radio station got 71.2% of all 
most goods for you? Please check (x) only one: Pol 5 Jo 


“radio” votes cast—more than seven times as 


|| Large Daily Newspapers............. 


ig She Sa eo ae 


many as its next competitor! 


Needless to say “the most popular station” was 


WHO!... May we send you the complete report ? 


~WHO 


jor IOWA PLUS! 


DES MOINES .. . 50.000 WATTS 
B. J. PALMER, PRESIDENT 
J. O. MALAND, MANAGER 
FREE & PETERS, INC. . . . National Representatives 


| Outdoor Billboards................. 


Which company?........... 


Which one? . . 


_| Farm Papers 


PRINTING 


‘he FAITHORN CORPORATION 
employes have subscribed 


100% to United States 


Defense Savings Bonds 
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ADVERTISING AGE 


March 15. 1943 


Shifts in Location, 
Growth Pattern and 
Composition Studied 


By PHILIP M. HAUSER 


In attempting to deal with the 
new wartime marketing problems, 
and in anticipation of postwar ad- 

ie justments, basic population changes 
resulting from the war should not 
be overlooked. Since the impact of 
the war on population may be bet- 
ter understood against the back- 
ground of the past, let us first briefly 
summarize some of the more impor- 
tant prewar demographic trends.’ 


Prewar Population Changes 


The intercensal decade preceding 
: the war was, from a_ population 


EMPLOYEE 
IDENTIFICATION BADGES 


TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
id ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. 


War'Accelerates Population 
Shifts: Marketing Affected . 


|growth less than half the 
|rate ever previously recorded. 


ST. LOUIS, MO. 


the decrease was smallest in the 
| South, about the same as the na- 
tional average in the West, and 
standpoint, characterized by a great| greatest in the North. Particularly 
decline in the rate of national pop-|noteworthy during the decade was 
ulation growth. Between 1930 and/|the relatively rapid increase of pop- 
1940 the population of the United |Ulation in the Southeast, and the 
States increased by 7.2% (from |€X0dus of population from the Great 
122,775,046 to 131,669,275), a rate of | Plains area—the dust bowl states. 

lowest| _ The °30’s also witnessed a great 
decline in the rate of urban growth, 
This decrease in population | Particularly in relation to the rate 
growth was, of course, attributable | °f rural growth. The urban popula- 
to two main factors: first, the almost | tion increased by 7.9% between 
complete stoppage of foreign immi-| 1930 and 1940, whereas the rural 
gration; and, second, the marked | Population increased by 6.4%. In 
decline in the birth rate. For the| Contrast, the urban population in- 
first time in the history of the coun- creased more than six times as fast 
try the number of emigrants during | 4S the rural between 1920 and 1930 
the intercensal period was greater | (27.3% as compared with 4.4%). 
than the number of immigrants (by | Urban places between 1930 and 


approximately 47,000). Simulta-|1940 grew more rapidly in the 
neously, the birth rate, continuing | South than in the North. 
its long time downward trend, Decentralization Grows 


dropped to a point during the dec- | 
ade below that required in the long | 


run for population replacement, growth of metropolitan districts be- 
Sectional Growth Varies tween 1930 and 1940. The 133 met- 

The decline in population growth |ropolitan districts for which com- 
between 1930 and 1940 did not affect parative figures for 1930 and 1940 
all areas of the United States in the | are available showed an increase of 
same manner. The West had the) 8.2% during the decade. The com- 
greatest rate of population increase | bined population of these districts 
for the decade, 16.7%, as compared | resident in central cities, however, 
with 10.1% for the South, and 4.2% ' increased by only 5%; whereas the 


Continuation of the process of 
decentralization was evident in the 


EIGHT of the TWENTY-EIGHT metropolitan counties in the 


| 


| 
| 
| 


ENTIRE United States listed by the Census Bureau as having 


All eight of these important centers—AUSTIN, BEAUMONT— 
PORT ARTHUR, CORPUS CHRISTL 
WORTH, GALVESTON, HOUSTON and SAN ANTONIO — 
2 are within the primary coverage area of the Texas Quality 
af Network, day and night! | 


Look to Texas for postwar growth . . . Sell America’s livest 
market today . . . Use the first choice of the most listeners! 


San Antonio 


U.S. Bureau of Census, released January 15, 1943. 


THE TEXAS QUALITY NETWORK 


the most rapid wartime growth and the best postwar pros- 
pects of retaining their growth* are in Texas! 


DALLAS, FORT 


* 4s listed in the analysis of Philip M. Hauser, Asst. Director, 


WFAA-WBAP 


Dallas Ft. Worth 


KPRC 


Houston 


Represented Nationally by EDWARD PETRY & CO. 


largely as a result of the decline in 
the birth rate, the median age in- 
creasing from 26.5 years in 1930 to 
| 29.0 in 1940. The number of work- 


United States had increased by 
1940 to 52,841,000, or by 8.7%. 
While the number of workers 65 
years and over and under 20 years 
declined, workers 20 to 64 years of 


ers 14 years old and over in the) 


for the North. It is significant,|combined population resident in| ing practices. In fact, many marke; 
however, that although each of these | outlying areas of the districts in- | ing agencies had undoubted], modi. 
regions showed a lower rate of pop-/| creased by 15.8%. fied their programs in keeping wis; 
ulation growth between 1930 and| The population continued to age, | the facts presented in the Sixteenth 
1940 than between 1920 and 1930, n 


Decennial Census _ reports. facts 
which they had eagerly awaiteg .. 
new bench marks for the , ming 
‘decade. Unfortunately, some of the 
statistical results of the 1949 Censys 
were outmoded almost before the 


ink on the census reports had drieq 
—the 1940 Census, for some py. 
poses, was one of the many casya)- 


ties of the war. 


what has already happened to 


happen in the immediate future, 
the postwar period, is the object of this series. Over-all distribu. 
tion problems will be discussed first, to be followed by authentic. 
factual pictures of distribution changes in individual lines oj 
business. In this first article, written by Philip M. Hauser, as. 
sistant director of the Bureau of Census, a noted authority on 
population, the effects of population changes on marketing and 
distribution are analyzed. In the second article, to appear in the 
March 29 issue, an over-all picture of what has happened to 
wholesaling, jobbing and distribution will be presented. 


ee | 


With this issue AvveRrTISING AGE inaugurates a series of authori. 
tative articles discussing the distribution system as it has been 
affected by the exigencies of war, and as it is likely to emerge jn 
the postwar period. No similar period in history has created such 
disruptions of the normal distribution pattern, and none has been 
more pregnant with possibilities for drastic change. To explore 


distribution, what is likely to 
and what may finally emerge in 


age increased by 11.7%, a rate of 
increase considerably greater than 
that of the total population. 
Big Increase in Families 
The number of families in the 
United States had increased to 


‘is in turn largely attributable to the 
_decline in the birth rate. 


approximately 34,850,000 by 1940, 
an increase of 16.6% for the decade. 
This, of course, was a much more 
rapid increase than that of the total 
population, 7.2%. The more rapid 
growth of families than of persons 
is attributable largely to the de- 
crease in the average size of fam- 
ilies, which dropped from 4.1 in 
1930 to 3.8 in 1940. The decline in 
the average size of family, of course, 


Each of these population changes, 
many of which represented re- 
versals of previously observed 
trends, has important implications 


Wartime Population Changes 


Preparation for war has greatly 
increased the rate of national popu- 
lation growth. It is estimated by 
the Census Bureau that the total] 
population of the country increased 
by almost 2,300,000 persons from 
April 1, 1940, to Jan. 1, 1942. The 
nation’s population increased by 
about 1,330,000 persons in the calen- 
dar year 1941, an increase 50% 
greater than the average annual 
increase of about 889,000 between 
1930 and 1940; and figures, when 
available, will show an even greater 
increase for the year 1942. 

This rapid increase in the rate of 
population growth is to be accounted 
for by the increase in the birth rat: 
and the marriage rate. These rates 
were, in turn, stimulated by the up- 
swing in the business cycle resulting 


calling for modifications of market- 


from the successive developments of 
the defense, lend-lease, and war pro- 


YOU WON’T MISS 
this \ 
103,526 
MARKET 


One space order — 
“ARGUS-DISPATCH” 
—blankets this market. 


NATIONAL REPRESENTATIVES 


MOLINE — 
DISPATCH 


if you 
—recognize that Moline-Rock 
Island is a single metropolitan 
market with no other division 
than a modest street such as 
those dividing precincts in 
your own community. 
Moline-Rock Island is definite- 
ly a MUST. 

95°%, of our manufacturing 


facilities existed BEFORE the 


wer. 


tional Harvester, J. |. Case 
and others will keep our peo 
ple busy when they turn their 
attention to the demands of 
the post-war economy. 


John 


Deere, Interna- 


THE ALLEN-KLAPP CO. 


ROCK ISLAND 
ARGUS 
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ducti« 
pation 


rive Service Act. 


yn program, and by the antici- the nation since the 1940 Census. | metropolitan areas to increase more 
and enactment of the Selec- |The Census Bureau estimates of the | rapidly in the outlying areas than 
| civilian population, however, for 137 | in the central cities, has been accel- | 


Active participation in the war, /|metropolitan counties indicate that|erated by the war. This process 


howe’ 


var the marriage and birth rate | 
jropped by about 50% in some of 
‘ye major belligerent countries. 

* With the termination of the war | 
ind the demobilization of the armed 
forces, it may be expected, in keep- 
ing with the experience of the last 
war among major belligerents, that 
the marriage and birth rate will | 
ygain rise rapidly. This postwar | 
‘nerease May be expected to be of | 
~elatively short duration, however, | 
and will by no means offset the | 
josses in marriages and births which 
will occur during a prolonged war, 
particularly if we experience heavy 
military casualties. — 

In the long run it may reason- 
ably be expected that the net effect 
of the war will be to decrease the 
birth rate and the rate of national 
population growth. Thompson and 
Whelpton, of the Scripps Founda- 
tion for Population Research, esti- 
mated, prior to the war, that the 
population of the United States 
would virtually cease to grow by 
1980 and might begin to decline 
shortly after that date. To the 
extent that the war hastens the 
decline in the birth rate, assuming 
no change in our present immigra- 
tion policy, it may be anticipated 
that the population of this nation 
will cease to increase somewhat 
earlier than 1980 and that the period 
of stability or decline will be 
brought nearer. 


Some Sections Benefit 


Regional growth. On the basis 
of the Census Bureau’s estimates of 
civilian population for the states,° 
the war has resulted in considerable 
population gains in the Pacific, 
South Atlantic, and East North 
Central states at the expense of the 
Mountain, West North Central, and 
Middle Atlantic states. The New 
England, East South Central, and 
West South Central states regis- 
tered relatively little total popula- 
tion change since the 1940 Census. 
[The relatively rapid growth of the 
South Atlantic and Pacific states 
during the war is particularly sig- 
nificant because it represents a con- 
tinuation of the rapid growth of this 
area between 1930 and 1940. Simi- 
larly, the decline in the population 
of the Middle Atlantic and the West 
North Central states possesses spe- 
cial significance because of the pre- 
viously observed great decline in 
the rate of growth of these areas.] 

Moreover, a recent analysis, by 
the writer, of the relative perma- 
nence or transiency of wartime pop- 
ulation changes in metropolitan 
centers® indicates that the metro- 
politan areas which have grown 
most rapidly and which, in terms 
of consistency of population growth, 
have the best prospects of retaining 
their growth in the postwar world 
are in the South and in the West. 
Of the 28 metropolitan areas which 
seem to have the best prospect of 
retaining wartime population incre- 
ments, 22 are in the South, 4 in the 
West, and only 2 in the North. On 
the other hand, 38 of the 39 areas 
h decreased or grew very little 
during the war and which were 
udged not likely to increase rap- 
dly,on the basis of previous growth, 
were in the North. 

ban growth. Data are not avail- 
a for the direct measurement of 
hanges in the urban population of 


er, particularly over a period |the metropolitan counties, which | seems to be tied in with the growth 
eral years, during which we|contained about half of the nation’s|of new plant facilities in the out- 
sent .a large expeditionary | population in 1940, increased by/lying areas of metropolitan dis- 
abroad, may be expected to|/2.5% between April 1, 
seit in a sharp decline in mar- | May 1, 1942. This rate of increase | 
‘ages and births. During the last|is well above the annual rate of 


1940, and | tricts.* 
Other Factors Considered 


| labor force increased from 10.6 to 
| 14.9 million, or by 4.3 million. 
Families. The great increase in 
the marriage rate and in the birth 
rate in 1940, 1941, and 1942, attrib- 
|}utable to the combined influences 
|of war prosperity and the passage 
of the Selective Service Act, have 
undoubtedly tended to increase the 


number of families. It is estimated | 


decrease the number of separate 
households, it is clear, even though 
exact data are not available, that 
the number of families in the 
United States has undoubtedly in- 
creased and that the rate of increase 
in the number of families has prob- 
ably been greater than that of the 
total population. 


0.8% for the same areas between | 


1930 and 1940. Although not all of|some attention be devoted to the 
the 137 metropolitan areas increased | abnormal changes occurring in the|now probably 1,000,000 more mar- 
in population, it seems clear that} nation’s labor force. In the period | ried men in the nation than there 


Labor force. It is fitting that | by Dr. Paul C. Glick of the Census 
Bureau, for example, that there are 


Effects of Population Changes on 
Distribution and Marketing 
Practices 


The population changes briefly 


the war revived the rate of urban | from December, 1940, to December,! would have been if the marriage|summarized above may, from the 


growth, and thus reversed the trend | 1942, for example, 


of the preceding decade. 


although the | rates had remained stable. Further- | standpoint of their effects on dis- 
‘civilian labor force remained ap-|more, the war boom has probably |tribution, be considered in their 


Moreover, although completely | proximately the same size, namely,|resulted in the ‘“undoubling” of|short-run and long-run _ implica- 
adequate data are not at hand, there | 53.4 million, the size of the armed | many previously “doubled-up” fam- | tions. 


is some evidence suggesting that the |forces increased by more than 6) ily units. 


Although induction into 


The demographic changes which 


process of decentralization, that is,|million. During this period the | the armed forces has been a factor|seem to call for immediate adjust- 


the tendency for population within!number of women in the civilian 


tending, at least temporarily, to'ments of marketing practices in- 


Dozens of alert national advertisers agree 
that it’s economically a good investment to 
spend their advertising dollars out here 
where there’s plenty of money now and... 
radio listeners will continue to do business, 
after Victory, at the same old stand. 


Food produced on the nearly half million 
farms in the WNAX area will win the war 
... and win the peace. These farms are 
our defense plants. They are equally im- 
portant to the manufacturing of guns, air- 
planes and munitions. 


There is one important difference between 
farmers producing food . . . and the hun- 
dreds of hard working Americans employed 
in defense areas. Farmers will continue to 
produce foodstuffs . . . long after Hitler and 
Hirohito sign their names on the dotted line. 


Big Agque Sage: | 
Victory will scatter the OXK/ES 


WNAX listeners are here to stay. Nearly 
4,000,000 people (81% rural) make their 
homes in the WNAX primary area. When 
peace comes ... they'll be home . . . they'll 
continue to buy your product. They'll be 
here to welcome their loved ones . . . when 
they come marching home. 


Your product is needed here now. There's 
more than ample money to buy it, what 
with an increased farm income of $1,500,- 
000,000. The selling investment you make 
here today will become tomorrow's divi- 
dends . . . free from the gamble of shifting 
markets, free from the uncertainty of post- 
war reorganization. 


* A worker who migrates .. . 
ORI ES maybe to a defense area. 


Whe Etttion Dollar Markee 


SIOUX CITY - YANKTON 570 ON YOUR DIAL 
Affiliated with Columbia Broadcasting System 
A COWLES STATION 


Kepresented by the Katz Agency 
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clude the cyclical wartime changes 
in births, marriages, and rate of 
population growth; regional and 
urban-rural differential in popula- 
tion increase; the decentralization 
of population within metropolitan 
districts; and the changes in the size 
and composition of 
labor force. 
of national population growth, the 


aging of the population, and the| 
rates of | 


difference between the 
growth of population and families 


the nation’s | 
The decline in the rate | 


have, on the whole, long-run rather | 


than immediate 
business purposes. 


Marketers Must Watch Trends 
Short-run 


implications for 


changes. 


creased marriage and birth rates 
now in evidence, would be unwise 
if continued because sharp drops in 
each of these rates may be 


cues safe to conclude that the | 


| 


wartime growth of these areas is | 


relatively sound and likely to en- 
dure in the postwar world. 


anticipated in a prolonged war. Sim- | 


ilarly, adjustments to greatly de- | 


creased marriage, birth, and popu- | 
lation growth rates which face us 
might be unsound, if they were not 


Geographic Changes Noted 


| 
| 
| 


| 


| The failure of the Northern states | 


and metropolitan areas to grow 


made with a full realization of the |rapidly during the war or, for that | 
upswing which may be expected at | matter, to grow rapidly during the | 


the close of the war; and so on. 

The necessity for changes in re- 
gional distribution practices seems 
indicated in the data showing re- 
gional differentials in prewar and 
wartime growth. The _ relatively 


|rapid wartime growth of the south- 


It has been | 


indicated that the war has already | 


begun the generation of a cycle of 
changes in the rate of national 
population growth and in its com- 
ponents, particularly 
rate and the marriage rate. 


ern and western states and metro- 
politan areas is not surprising when 


one remembers that the South is | 


the least industrialized and urban- 
ized region of the nation, and that 


in the birth|the West is also still in a develop- 
In the | | mental state. 
changes which lie ahead, marketing |expansion occasioned by the war | 
executives can efficiently adapt their | production programs has given im- 


The great industrial 


practices to the various stages of the | petus to the urban and industrial 
cycle only if they possess a full real- | development of the South and the 


ization of the total picture. 


For | West. 
example, adjustments in advertis- | the main, 
ing linage, made to meet the in-| viously observed trends, 


Since this development is, in 
in keeping with pre- 
it seems 


Comedy Team. 


tor. 


matic Serial. 
Program. 
Show. 


Program. 


FOR 18 WINNERS 


—the radio champions who led the 
field in the 1942 Fame-Motion Picture 
Daily Poll—all heard over 


WMAQ | 


BILL STERN — Best Sports Announcer. 


BING CROSBY —Best Master of Cere- 


monies, Best Male Vocalist (popular). 


KEN CARPENTER — Best Announcer. 
FANNY BRICE — Best Comedienne. 


FIBBER McGEE & MOLLY —Best 
RICHARD CROOKS — Best Male 


Vocalist (classical). 


TOSCANINI — Best Symphonic Conduc- 


BOB HOPE—Champion of Champions, 
Best Comedian, Best Comedy Show. 


DINAH SHORE —Best Female Vocalist 
(popular), Year's outstanding New Star. 
VIC AND SADE—Best Daytime Serial. 
ONE MAN'S FAMILY — Best Dra- 
KRAFT MUSIC HALL—Best Variety 
INFORMATION PLEASE —Best Quiz 


ARMY HOUR— Best Government War 


These stars-of-stars have built and are hold- 
ing a vast radio audience for your campaign. 


In the great Chicago Market, it ay 


eg a eee 


5 a4 5 bx the 


seem Geen meme he 
“DENVER SAN FRANCISCO HOLLYWOOD] 


|decade preceding the war, should 
| not be interpreted, however, as im- 
plying that northern areas no 
longer represent important markets. 
Areas of stabilized or declining 
population, although still relatively 
uncommon in this country, will be- 
come commonplace in the years 
| which lie ahead. Such areas, how- 
ever, May possess great purchasing 
| power and may increase in purchas- 
ing power even without population 
growth. In fact, for many years to 
come it is likely that northern met- 
ropolitan centers with stabilized or 
declining populations may have 
greater purchasing power and there- 
fore may _ represent potentially 
greater markets than many of the 
more rapidly increasing metropoli- 
tan centers of the South. Market 
expansion, however, is more likely 
}to occur in the South and in the 
| West than in the relatively mature 
|and stabilized North. 


Further Decentralization Seen 


Within the metropolitan district 
| the shift of population from the cen- 
| ter to the periphery of the area has 
|already occasioned decentralization 
of many types of retail sales and 
| service outlets. To the extent that 
|the war has given impetus to this 
|population shift, and imposed new 
| transportation difficulties as a result 
of gasoline and tire rationing, there 
would seem to be increased neces- 
sity for decentralization of retail 
and service outlets. Such decen- 
tralization, however, must neces- 
sarily be highly selective, in the 
light of the problems imposed by 
production priorities and rationing, 
and may well necessitate larger and 
more diversified, rather than smaller 
or specialized units for successful 
operation. 

The increase in the size of the 
labor force and the changes in its 
composition have had important 
effects on consumer demand. The 
consumer habits of the working 
man and woman differ greatly from 
those of the student or the house- 
wife and merit careful considera- 
tion. The large increase in the 
number of female workers is espe- 


be expected to result in important 


its of women. Furthermore, it may 
increase in the number of women 
in the labor force will be a rela- 
tively permanent phenomenon even 
though the number shrinks from its 
wartime peak in postwar years. 
This may be expected because the 
deficit of men which may be antici- 
pated in the postwar American 
population will probably result in 
decreased proportions of the mar- 
ried among women even though it 
may produce increased proportions 
of the married among men. The 
war will thus leave in its wake a 
relatively high proportion of women 
who must remain spinsters, many 
of whom will be a permanent addi- 
tion to the nation’s labor force. 


Must Accept Declining Growth 


| Long-run changes. 


cially worthy of attention and may | 
modifications in the purchasing hab- | 


reasonably be expected that the) 


The declining | 


|rate of national population growth | 


'is the most important demographic 
\factor calling for long-run changes 
|in distribution practices. In the 
|long run, it will be necessary for 


business to adapt itself to a rela-| 


|tively stable market as far as na- 
| tional population growth is con- 


|cerned. This type of adaptation has | 


already been necessitated by the 
great decrease in the rate of popu- 
|lation growth which occurred dur- 
|ing the last intercensal decade and 


|which perhaps contributed to the | 


| severity of the depression. Willingly | 


‘or unwillingly American business 


during the ’30’s adapted itself to | 
more than a 50% decrease in the 
rate of population growth. In fact, 


the difference between the absolute 
population increase which occurred 
in the United States between 1920 


and 1930, approximately 17 million, | 


and that which 
1930 and 1940, approximately 9 mil- 
lion, represents a market the size 
of that of the entire state of IIlli- 
nois. 

Failure of the population to in- 


occurred between | 


| 


crease at the rapid rates of the past, | 
or a decline in population, do not, | 


of course, 


necessarily mean that | 


1930 - //,896 222 


1942+ (estimated civilian 
only)=14,017,802 
Percent Growth 
1920-30.... 376% 
1930-40.... /6.7% 


POPULATION | CHANGES BY BY REGIONS — 
7 


a? ae 95 
WEST 4 = 
.. Population ~~. Repulalion 


1930 = 73,02/,/9/ “) & 
1940~- /3883.265 ~~.» 1940 = 76,/20,/09 EL x a 
1942 = (estimated, civilian -—\— » 

only) - 75,284,198 i } 


1930-37 957679 
194 O- 4/,665,90/ 
1942 -(ertimatad civilian only)-4/, 680,277 \ 


Pencant Growth ‘ = 

1920°80.....83% — Ww —— 

1930-40...../0/%e os VS \, \ : 
5 ee MAN 

yr \- “ | 


— 


Dry 
NORTH ax—~-t a 
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es 


Shifts in population in three U. S. regions, and the percentages of eis are 
The 1942 estimates are as of May |, 


shown here. 
on Dec, 31}, 


1942, is estimated at 6,500,000. 


1942. Total in armed forces 


business must stop its expansion or 
begin a contraction. They do mean, 
however, that business practices 
must change and that expansion or 
maintenance of current levels of 
distribution can be effected in the 
long run only through increased 
purchasing power, through changes 
in consumer habits, or, all other 
things being equal, through more 
intensive cultivation of markets. 


Age Composition Changing 


It may be expected that the de- 
clining rate of national growth will 
be accompanied by the rapid aging 
of the population. Consumer de- 
mand will, of course, tend to change | 
with changes in the age structure | 
of our population, and will thus call 
for adjustments in production and 
distribution practices. For example, 
an older population will require 
smaller proportions of milk and 
larger proportions of meats; fewer 
obstetricians and pediatricians and 
more medical specialists in degen- 
erative diseases; fewer baseball bats 
and elementary school books and 
more golf clubs and _ political 
treatises. 


The decline in the growth of con- 
sumer demand for many commodi- 


ties is more likely to parallel the 
decline in the rate of growth of 
families than of persons or Classes 
of persons. Since the rate of growth 
of families is not yet decreasing as 
rapidly as the rate of growth of 
population, the contraction of mar- 
kets for commodities for which the 
family is the basic consumer unit js 
apt to be more gradual than the 
contraction of markets for which 
the individual is the consumer unit. 
For example, the absolute demand 
for housing and automobiles js 
likely to decrease more gradually 
than the absolute demand for bread 
or salt. 


Problems Relatively Minor 


Although population changes must 
be reckoned with by all distribution 
agencies, they by no means create 
problems of the magnitude of those 
arising from the wartime scarcity 
of consumer goods and _ services 
relative to purchasing power, from 
the impact on our economy of pro- 
duction priority and rationing pro- 
cedures, or from the fundamental 
changes which the war has imposed 
on our income and tax structures 
It is well to remember that the 
extent to which distribution prac- 
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O outsider has built the enduring friendships 


that WMBD enjoys in PEORIAREA! 
Folks here depend on Peoria’s only radio station 


for entertainment, news, 
tures. 


by Robert S. Conlan & 
ciates proves 
in front morning, 
and evening. It’s an 


eye-opener! 


PETERS, Ine. 
Exoane Nenons! 


Reprorwaten 


It’s the one medium that gives complete 
coverage of PEORIAREA—17 of Central Illi- 


nois’ richest agricultural-industrial counties. 


NEW CONLAN SURVEY SHOWS WMBD DOMINANT 


36,955 completed calls survey 


WMBD far out 
afternoon, 


CALL Free & Peters or WRITE WMBI 


=~ 


and public service fea- 


Asso- 


“PEORIA, ILL. 


* 
is a member of CBS 
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vessitated by these revolutionary ae, director of vizualization, War Bond Drive sean Wiehe, tad 6 Ok bend % of V - “¥: Company, Chicago, has 
nd more basic economic factors. as joined the Office of War Infor- the third. Each he led ee ae eee Oe Lea, 
‘ror a more detailed treatment of|mation, and Victor Ancona, execu- New York, March 10.—-Negro $200 t Said ag hg oe “oe oes meat extender, following distribu- 
these nase, 09 the Butbor's article, tive director, is on the staff of| newspapers in this area, including | prize ale og € purchase of the| tion of the product in more than 30 
“Popu a sogy “Recent Social Changes,” ee Alertmen,” official pub- | td em § Connecticut and Rhode ' —_ a 
May, 1942. a Oe ication of the anti-aircraft artillery | Island, will launch a war bond drive . " ewspaper advertisements are 
"Be Watimnater of Say 1. 1904, De. ‘command, Eastern Defense Com-/|from March 15 to May 15, with an Wine Institute Elects being used once a week in all mar- 
airtment, of Commerce, Bureau of the | mand. estimated goal of $2,000,000. Sup-| Herman L. Wente, Livermore, | Kets, including cities in Tllinois, 
Census. Serie es delivered before the| —— plementing the campaign will be an|Cal., wine grower, has been elected | Michigan, Ohio, Wisconsin, Iowa 
TF n Management Association 4 —— Joins Swertfager award of $1,000 in bonds to the| president of the Wine Institute, San and Nebraska. McJunkin Advertis- 
january 15, 1943, entitled “Population | me individuals and groups giving great-| Francisco, succeeding Samuel W. ing Company, Chicago, is the 
shifts Ne Tease ase hintaan William A. Jensen, formerly with | est cooperation in soliciting sales. Harkleroad, who retired from the | 28°"°Y: 
ist eb. 1, 1943. ‘ —— 7 egg ono re Brown & Social, fraternal and church | office which he had held since 1938. O E 
“iEdgar M. Hoover Jr. and Glenn E. omas, has joine e executive | groups wll be geared to the effort | Officers reelected for 1943 include: ns Eastern Office 
~ a Oe end : nat R. staff of Swertfager & Hixon, New by participating newspapers, includ-| J. B. Cella, Fresno, first vice-presi- cies April 1, The Rotarian 
Review am (winter, 1942). 1933-40. ; ig ed will be on the agency’s |ing the Amsterdam Star-News, New- | dent; Louis Petri, Forestville, treas-| will open an eastern advertising 
| sjlick, Pau . “Family Status o ¢ = > “ie ° a . ~ 
Bo liner “Aine.” a paper to be — — = a the sales pro-|ark Herald News, New York Age | urer; and H. A. Caddow, San Fran-| office at 9 Rockefeller Plaza,.New 
| published in the April, 1943, issue of | otion department. and Pittsburgh Courier (New Eng-' cisco, secretary-manager. | York, with Otto Holbein in charge 
american Sociologica eview. 


' § Peoria Companies | 
~ @ Band Together in 


the a 
« § 50-Page Series 

> 
vth Peoria, Ill., March 9.—Fifty-six 
as manufacturers, wholesalers and re- | 
of tailers have underwritten the cost | 
ar- of presenting a series of 50 weekly | 
the pages in the Peoria Journal-Trans- 
t is cript, all of which are to be devoted 
the to publicizing and promoting vital 
ich wartime projects. 
nit. During the coming year this Ad- 
ind vertisers Volunteer Group will pre- 
is sent, over the individual signatures 
by of the companies and organizations, 
ad messages which it believes most 


timely for the home front. The 
daily’s regular staff of display sales- | 
men sold the entire space for the 


ust series in less than a month’s time. 
ion A page announcing the series 
ate reproduced an Open letter to OWI 
ose Director Elmer Davis, WPB Director 
‘ity Donald Nelson and other wartime 
ces chiefs from C. P. Slane, Journal- 
om Transcript publisher, outlining the | 
ro- plans of the Advertisers Volunteer 
ro- Group and inviting their suggestions 
ital for the year’s program of adver- 
sed tising. 
res 


the Vermont Court Ruling 


ac- ° 

4 Hits Outdoor Boards 

a The Vermont Supreme Court, in | 
a unanimous decision, has upheld a | 
state law regulating the use of out- | 

4 door boards. The court held that | 


outdoor advertising involves the use | 
of public thoroughfares, not merely | 
private property, and that there is 
no inherent right to use the high- 
ways for such commercial purposes. 

The state, as it does with bus and 
street car franchises, may grant 
permission for the use of outdoor 
posters, the court said. As long as -_ 
ho state law forbids it, a property 
owner may lease space for outdoor 


advertising. But if the state bans oe 7. ,Y ‘ 

commercial use of property in this —- ae) ie Ts 

way, the os may use only adver- — = { ef) , 
Using which applies solely to the : Lit 2 

business operated on the property. ee j i Y het ORPS Roll through the Axis 


Liquor Bill Defeated dons calls for the 


- ized masto 
A bill sponsored by State Rep. oo i ey 7 these mechaniz : e of a 
Pickering, to prohibit liquor adver- —— To man one me ler, the cold-chiseled — hovel 
‘sing in newspapers, outdoor post- > physique of a sig ee ho can handle a steam S$ 0 


ers and radio commercials in pee 
Arkansas, has been defeated by the le 


| er. A fellow 
state legislature. | 
——_— | 


watchmaker might do. But besides 


rd t ; 
or % bestos must be 1m- 


isi fa 
‘ch the precision OF @ i 
hevieg +100 and skill these men in 


Institute Names Agency 


, ent. , i 
th istrial Training Institute, Chi- mune to merciless treatm th combing, grueling 
“80, which operates both resident 7 - selection: fine-too 
‘nd correspondence schools, has | To find this mea al 
‘Ppointed Roche, Williams & Cun-| h ph sical and mental. 
T yngnam, Chicago, as advertising | tests both p y : 
ounsel for all divisions. | SPRINGHILL TAG .:- \) 
Printers and converters select zed paper because it by 
BUY MORE the famous 100% sulphate rene d, or written—for ql 
lastingly take it nted, typea, te, its * 
can everlasting harts, schedule cards, © 


WAR BONDS index cards, tags, ¢ 


INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. PAPERS FOR PRINTING AND CONVERTING 


Aue NATIONAL COVERAGE 
RICA’S SEVENTH INDUSTRY 
“ite for Sample Copy = Chicago, Ill. 
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‘Knickerbocker News’ 
Distributes Ration Forms 


Through retail grocery stores, over 
the counter at its own office, and 
by mail the Knickerbocker News, 
Albany, N. Y., has distributed a 
combination table of point values 
for processed foods and ration form 
which helps the housewife budget 
her buying. 

The chart and form are printed 
on reverse sides of a single 16 x 
ll-inch sheet. Distribution was 
started March 4 and requests have 
been heavy. 


Pipe Bending to Snow 
American Pipe Bending Machine 

Company, Boston, planning to use 

magazines, business papers and di- 


rect mail, has placed its account 
with Cory Snow, Inc., Boston. 


POWER PLANT 
ENGINEERING 


53 W. JACKSON BLYD., CHICAGO 


Merchants Adopt 
Economy Tips, 
Survey Shows 


Boston, March 10.—A majority of 
the retailers contacted by Pepperell 
Mfg. Company are using advertising, 
counter signs and personnel train- 
ing to reduce store returns and 
delivery expenses, and are changing 
|their displays less frequently, the 
| company reported this week after a 
nationwide survey. 

Pepperell sent questionnaires to 
1,600 representative domestics buy- 
ers asking them what use was being 
made of the government’s “Retail- 
ers’ Economy for Victory Plan.” 
The program was launched last No- 
| vember (AA, Nov. 30), by the Office 
of Price Administration, in conjunc- 
| tion with the Department of Com- 
|merce, as a means of streamlining 
| distribution practices in wartime. 

The Boston manufacturer ques- 
tioned more than 23% of the domes- 
tics buyers in the country and asked 
|for replies on all important phases 
|of the retailers’ economy plan. In 
practically every case, merchants 
indicated they are taking advantage 
|of the government suggestions. The 
| training of employes in the proper 
methods of using wrapping mate- 
rials such as boxes, paper and string 
appeared to be the most popular 
|device, with 93% of the retailers 
|reporting adoption of this step. 


Reduce Lighting, Hours 


A total of 92% said they had 
reduced operating expenses. by 
avoiding overuse of lighting and 
unnecessarily long hours. Eighty- 
four per cent said they were reduc- 
ing returns and cutting delivery 
expenses by the use of counter 
signs, advertising and _ personnel 
training. Sixty-three per cent said 
they were changing displays less 
frequently as another means of cut- 
ting costs. 

A majority of 77% reported they 
|had set out to reduce, by at least 


| 1941, the cost of promotional de- 
vices such as holiday decorations, 
style shows, etc. Seventy-one per 
cent have discontinued use of spe- 


| 


| 


| 


| 


| 


| 


| 


| 


50% of similar expenditures during for tl 


| 


cial or extra wrappings; 63% have | Woman’s 


|consolidated or re-scheduled em- been elected a director of the Cro- 
| ployes’ work to eliminate the hiring | well-Collier Publishing Company. 


|ducer of educational programs, has 


ADVERTISING AGE 


of substitutes for employes called to | 
war work; and 91% are encouraging | 
cost-saving suggestions from their | 
own sales staffs. 

Asked whether they had reduced | 
the frequency of buying trips, only | 
44% answered “Yes,” with the re-| 
maining 56% indicating that more} 
trips were necessary because of the 
need to keep in close contact with 
changing markets. 

Other highlights of the survey | 
were these results: 85% have cut 
down retail selling on approval; 
80% limit the amount of merchan- 
dise a customer may take on ap- 
proval to his known needs; 88% | 
require a minimum down payment 
on articles “laid away;” only 19% 
have considered inaugurating a self- 
service plan; and a total of 83% 
have analyzed wartime operating 
procedures in the light of sugges- 
tions from their trade groups, trade 
publications, and Department of 
Commerce studies. 


Higher Costs Cause 
‘Times’ Rate Increase 


The New York Times on March 7 
announced advertising rate increases 
ranging from 74% to 10%, effective 
with the May 7 issue, giving adver- 
tisers 60-day protection. 

Rising production costs are re- 
sponsible for the increase, according 
to Arthur Hays Sulzberger, pub- 
lisher. Principal factor is the recent 
OPA action granting $4 per ton in- 
crease in newsprint. The Times 
uses approximately 100,000 tons 
annually. The one-time general line 
rate was advanced from $1 to $1.10 
week days, and from $1.30 to $1.40 
Sundays. | 


Gardner Appointed | 

Gardner Advertising Company, 
St. Louis, has been appointed to 
direct advertising of St. Louis Pub- 
lic Service Company, street car and 
bus company. 


Visual Training Moves | 
Visual Training Corporation, pro- | 


moved to its new building at 815 
Bates St., Detroit. The company is 
now converted 100% to programs 
ne Army, Navy and air forces. 


Anthony Named Director 
Edward Anthony, publisher of 
Home Companion, has 


“Consistently Excellent...” 


March 15. 1943 


- Getting Personal | 


Good Neighbor note: Fred W. Swanson, acct. exec. of the J. L. Stew. 
art Agency, Chicago, is now acting consul of the Consulate Genera} of 
Peru in Chicago, due to a temporary vacancy caused by the transfer o¢ 
Peruvian officials. . . H. W. Prentis Jr., Armstrong Cork pres. ha, 
become a member of the business advisory council of the U. S. Depart. 
ment of Commerce. . . 

Systematic Ed Lethen, western mgr. of Macfadden Women’s G, up, 
exhibited his talent for neatness and despatch in connection with the 
mimeographed card announcing the birth of daughter Janet Katherine 
at Evanston Hospital Feb. 28. A boating enthusiast, his announcement 
naturally phrased the news in 
nautical terms, but what struck 
recipients most was the fact that, 
in perfect forethought, he had 
both male and female names 
printed on the announcement, 
merely scratching out the inap- 
propriate one after the “launch- 
ae « 

Bill Moshier, farm and public 
affairs dir. of Station KIRO, Se- 
attle, has been appointed a mem- 
ber, by the state of Washington, 
of a committee organized to mo- 
bilize the agriculture of the state 
in all-out support of 1943 pro- 
duction goals. and Jerry 
Crollard, KIRO account exec., 
was awarded the “Man of the 
Year” title at the Seattle Junior 
Chamber of Commerce founder’s 
day banquet. Jerry is chmn. of 
the junior exec. comm. of the Pa- 
cific Advertising Association. . . 

E. Lansing Ray Jr., sec. of the 
St. Louis Globe-Democrat, has 
been promoted to the rank of 
major in the Army. This is his 
third promotion since he entered 
the service as a second lieutenant 
shortly after Pearl Harbor... 

Friends of Brent Williams, prom. mgr. of the St. Louis Post-Dis- 
patch and Station KSD, are keeping their eyes on their brief cases 
and other leather goods these days since they’ve learned of Brent's 
leatherworking hobby and consequent disposition to pick up material 
where he can finc. it... 

Mrs. Percival White, who is Pauline Arnold to the research world, 
is going in high gear these days. She directs the operations of the 
Market Research Corp. in New York, and runs a defense plant in 
Stamford, Conn., which is an expansion of the hobby shop formerly 
operated by the Whites at their home... 

Dr. Joseph Slepian, assoc. research dir. of Westinghouse, has been 
named winner of the 1942 Lamme medal of the American Institute of 
Electrical Engineers for his “contributions to the development of circuit 
interrupting and current rectifying apparatus.” . . 

Mark Woods, Blue Network pres., proved that neither the mike nor 
quizmasters hold any terrors for him by winning first prize of $100 
in a “True or False” broadcast sponsored by Williams shaving cream. 
Contestants were teams of five men canvassers for the Red Cross 
campaign and five volunteer women Red Cross workers. . . First Lieut. 
James F. Coleman, formerly with the natl. ad. dept. of the Atlanta 
Constitution and later publisher of the Herald, Bullock, Ga., has been 
promoted to the rank of captain and chief of the public relations sec., 
headquarters, Army air forces southeast training center, Maxwell 
Field, Ala... 


BRIGHTENS SUBWAYS 


* : 

ae PS ae 
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Pretty Edith Fagan of the New York office 

of J. Walter Thompson Co. has been 

selected as “Miss Subways” for March. 

This photograph, by Victor Keppler, is 

currently appearing in thousands of New 
York subway cars. 


“CLEAN PLATE’ CLUB HARD AT WORK 


The first annual Alfred I. duPont Award. radio’s 


Pulitzer Prize, has been won by Fulton Lewis. Jr. 
for his “consistently excellent” service to the public 


| 
| 
through news analysis over the Mutual Network. | 


Mutual is proud of this newest honor for an outstand- | 


The Minneapolis Star Journal and Tribune's “Clean Plate” club to conserve fc d 
enlisted new members when Arthur Motley, (seated, center) vice-president of 
Crowell-Collier Publishing Co., and Minneapolis Advertising Club officials were 
signed up by Joyce Swan (standing) club vice-president and business manage’ of 


; . > . » oe . ' 
ing commentator. Proud. too, of the way the words of range dag risedronate ates hang b-grade og 
John Foley, club presic'ent and vice-president of Olmstead-Hewitt, Inc., at rig”’: 
this citation describe the coverage and interpretation —— 

Lyle Hosler, head of the Peoria, Ill., agency of that name, dec r 
to dispense with the usual cake and candles for the celebration 
the agency’s second birthday, and bought two war bonds, instead 
Earle A. Buckley, head of the Earle A. Buckley Organization, Ph 
delphia, spends Wednesday, Thursday and Friday each week in W: 
ington, D. C., on the War Savings Staff, and lectures Saturdays 
business correspondence to a class of 50 Hercules Powder empl 
in Wilmington. . . Harold Patterson, Chicago publishers’ represe!’ 
tive who entered the Army Air Corps as a captain, has been promo’ 
to major... 

Jack O’Mara, prom. mgr. of Stations WOWO-WGL, has been 
pointed a member of the public relations committee of the Ft. Wa; 
Chamber of Commerce. . . It was double or nothing for Vito Voline 
prod. mgr. of L. W. Ramsey Company, Chicago. Twin sons, Vito 


which have made Mutual the First Network for News. 


THE MUTUAL BROADCASTING SYSTEM 
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. future ...,” the company says. “The * |after Mr. Cowles’ approval. Mr. | 
ublic Steel chief glory of the American indus- Admen A ointed ‘Dorrance is the son of Sturgis Dor- | Adwomen to Hold P 
ep ’ trial system is the private initiative jrance, chairman of the board of Annual Gridiron Dinner 
which it fosters. Every company | Brooke, Smith, French & Dorrance. Present-day “headaches” such as 
— has its instances. Some from our . The radio, news and motion pic-| point rationing, crowded transporta- 
7 Alleg eny U um own annals of alloy steels will be 0 ew 0S $ in ture bureaus were left very much as|tion facilities, etc., will be lam- 
f told later in this series. .. It is a they were before, with Donald D. | pooned at the ninth annual gridiron 
f s fitting tribute to freedom that these . + a re —- —_ and Lowell|dinner of the Women’s Advertising 
examples of private enterprise, born | R d OW ellett as chiefs. e motion pic-| Club of St. Louis, March 30, at Hotel 
‘ Launch Campaigns in liberty of thought and action are eorganize ture bureau annexed a new indus-| Jefferson. 
i now contributing weightily in a war trial film unit, whose job is the| Skits written by Bea Adams, 
(Picture on Page 1) for the salvation of freedom.” (Continued from Page 1) —. of mgr age me use| copywriter of Gardner Advertising 
>, seal a Walker & Downing is the agency, | 4; wl e war production drive. Company, will be dramatized by a 
e Cleveland, Paphos AY ort with William S. Walker account bone a So ee Lopped off was the Bureau of In-| cast of club members. 
e Steel Corporation extended to news | -. ccutive. pany. ' _ |telligence, and activities which it ieee 
t papers this — week a campaign _ Dick Dorrance, whose facile writ- | previously had conducted will be hG T 
jaunched earlier in business papers ‘ ‘ ing has made him the author of |reduced about 50%. The bureau Wals ets lwo 
offering a view of postwar products Appoints Ivan Hill many a book on policy issued by | was devoted chiefly to the making of George H. MacDonald and F. 
and the part Republic’s electric fur-| W. F. McLaughlin Coffee Com-| various OWI bureaus, has been as-|surveys, and these will be made by|Dennis, formerly with Richardson 
nace steels will have in making| pany, Chicago, maker of Manor | signed to the office of Mr. Cowles, |the Bureau of Special Services. MacDonald Advertising Service, To- 
them possible. House coffee, has appointed Ivan|where he will write the policy Consolidation of the domestic|ronto, have joined the staff of the 
Each advertisement bears a strik-| Hill Advertising Agency to handle | guides which are to be binding on 


| branch is expected to bring more| Walsh Advertising Company, To- 


ing example of what may be antici- ‘all domestic information operations |economical, efficient operation. 


pated in the “world of tomorrow” 
with art and copy combined to stim- 
ulate the thinking of industrialists 
now planning for the peacetime era. 
Proven qualities of the electric fur- 
nace steels are set forth, linking 
material requirements with new 
product possibilities. 

The campaign schedule includes 
Business Week, Modern Industry, 
business papers in the metals field, 
the Chicago Journal of Commerce, 
Wall Street Journal, and 1,000-line 
insertions in selected dailies of eight 
key industrial cities. 


Car Is First Shown 


The current advertisement pic- 
tures the streamlined automobile of 
the future, under the title, “Your 
sh Car of Tomorrow.” Above the pic- 
ture is the theme-like label, “The 
Lighter, Stronger, Better Things of 
Tomorrow Will Be Built of Electric 
Furnace Steels.” 

“Some day you're going to get 
a new car,” the copy says, “and 
what a car! Most everything you've 
es always wanted will be there— 
t's greater comfort, safety, power, 
‘al economy, and more practical de- 

sign. Automotive engineers already 


its account. | ronto. 


—and every day are learning more 
from war experience about the spe- 
cial electric furnace steels they’ll 
‘ly need to make it strong—and safe. 

These steels are now being produced 
en : in large tonnages—and will be 
of available when wartime priorities 
yield to peacetime demands.” 

The April advertisement pictures 
the great air carrier of the future 
under the title, “London Liner,” and 
the May advertisement depicts the 


are|. 


HE MAGAZINE FOR MEN'S STORES — 


08s streamlined train of tomorrow. 
ut. Above each appears the general =. ae oe e. 
ate theme label, “Electric Furnace 


Steels Will Help Build Tomorrow’s 
Better World.” 

Meldrum & Fewsmith, Cleveland, 
is the agency. 


‘FREEDOM'S WEAPONS’ 
ARE FEATURED 


Pittsburgh, March 10. — That 
“Freedom forges its own weapons” 
is the over-all theme of a new insti- 
tutional advertising program, de- 
signed principally to present indus- : ' 
Sd Ag to the man-in-the-street, ie. ted , - 7 i| d f t-f t 
which has been launched by the Ke Ap | Arts | d try P il : ini “we 
Aleem as been launched by he] a pare Industry Fol wartime opinions polled from coast-to-coas 
tion. On the list are business papers rm. ' . BY ch , 
and more than 30 newspapers in : Sapien gr Meare 
major cities from coast to coast. 

_ The series of 5 columns by 15%- 
inch advertisements will run _ in : 
newspapers through June and the) 4 
same series also will appear, in full | 
pages, in Business Week, Nation’s | 
Business and United States News. | 

Copy in the opening advertise- | 
ment summarizes the thinking back | 
of the entire series, by means of | 
ich the company hopes to por- 
‘> tray what all industry is doing in 
© war effort, what it has done in 
© past, and what it will do in the | 
‘ture, citing specific cases of its | 

n. “Let us keep clearly in mind | 

our industrial system, which | 

r given us the good things of life 
ale “ ad now sustains us in war, was 
1 of our freedom in the past and 
% ends upon its continuance in the 


it's on the presses—the magazine the whole industry is waiting for, the magazine that's retooled 
and geared to these times. It’s ready to help America’s leading retailers, both large and small, to 
solve their wartime problems. | 


Headliners in the April Issue | 


New Frontiers self-selection selling—its pros and cons a 


Wool and Aralac 


fact-filled picture story of new fabric blends 


Making a Sale 


sales techniques in action Selling stories 


Just glance at the rest of this full editorial line-up—a parade of full color apparel pages, style ; 
trends sifted from the sources—news of industry notables, a panorama of personalities —and a 
monthly dozen of departments right down the retail reader's alley. 


These are down-to-earth reasons why America’s first-line retailers will regularly read and respond 
to your advertising in the NOW- MONTHLY APPAREL ARTS. 


ss 


z~awe we ae Kk Ka 


ae 


The original interpreter 
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of Washington moves 


and measures . . . NEW ADVERTISING RATES NOW AVAILABLE 
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CHOOSE THE 
LEADER IN 
THE BUSINESS 
FIELD... 
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Educator and 
Adman Debate 
Wartime Ad Ban 


Warne Defends Stand; 
Burt Presents Case 
for Advertising 


Springfield, Mass., March 10.— 
The question, “Should advertising 
be drastically curtailed for the 
duration?” was debated before the 
Springfield Advertising Club here 
last night with Colston E. Warne, 
militantly anti-advertising professor 
of Amherst College and head of 
Consumers Union, trading argu- 
ments with Prof. F. Allen Burt of 
Boston University and account 
executive of Albert Frank-Guenther 
Law. 

Result of the debate, according to 
relatively unbiased observers, was a 
draw. The debaters themselves, as 
was to be expected, emerged from 
the ordeal with no visible weakness 
in their own positions. 

Dr. Warne, who headed the group 
of educators which appealed to the 
government last December to curb 
wartime advertising (AA, Dec. 21), 
reiterated and elaborated on his 
views before the Springfield admen. 


THE 5000 WATT 
Voice of the Tri-Cities 
ROCK ISLAND - DAVENPORT - MOLINE 

Rock Island Arsenal! Up 


387% since Sept. 39. Uncle 
Sam’s workers make good cus- 


tomers, 


WHBF 


Affiliate: Rock Island ARGUS 
Basic Mutual Network 
1270 KC FULL TIME 


Referring to that appeal, he recalled 


that the group “demanded that 
Washington cease to _ subsidize 
through tax deductions the unessen- 
tial and inflationary advertising 
which is so wasteful of manpower 
and materials. 


Washington “Interested” 


“We pointed out that 80% of the 
advertising bill of profit-laden com- 
panies was in reality paid for by the 
government. Our suggestion was 
that the government might ad- 
visedly launch its own essential 
campaigns and pay for them di- 
rectly. This appeal has, despite 
press and radio suppression, brought 
support from thoughtful citizens, 
including a minority from the ad- 
vertising and publishing fields. For 
the first time, this issue has been 
brought into the open and a move- 
ment for advertising restriction is 
being launched. Washington is tak- 
ing an intelligent interest in the 
problem.” 

Dr. Warne defined as unessential 
all advertising not needed now to 
promote the sale of goods, with cer- 
tain exceptions, such as educational 
copy and copy promoting the vari- 
ous government - sponsored drives. 
In answer to a question from the 
floor, he stated that no new bureau 
would be required to pass judgment 
on individual cases, that the WPB 
already lists goods ranging from 
critically short to plentiful, and that 
the same Treasury machinery which 
now determines the “reasonable- 
ness” of advertising expenditures 
could handle the new assignment. 


Hits “Saccharine” Copy 


“We cannot beat Hitler by sac- 
charine pronouncements of indus- 
trial companies that they love 
America,” he said. “Competitive 
harangues about the relative merits 
of soaps or headache cures have 
little place in an all-out war. Ad- 
vertising in peacetime earned a bad 
enough reputation through distor- 
tions, bad taste, and half-truths. 
Today, as we mobilize a nation for 
victory, the public is clamoring for 
a truce in the competitive shouting. 
We cannot longer afford the luxury 
of asinine radio chants and three 
color spreads. Resentment on the 


YOU OUGHT TO SEE THE WAY 
THEY'RE PACKING PEOPLE 


INTO BEAUMONT! 


Truly phenomenal is the way workers have 
flocked into Beaumont, Texas, to tackle the job 
of licking the Axis. With its shipyards humming 
twenty-four hours a day, and with numerous 
other vital war industries adding extra shifts, 
Beaumont has become a beacon for mass 


migration. 


In 1940, according to the census, Beaumont's 
city limits encircled 59,063 people. On De- 
cember 31, 1942, an estimated 80,000 inhabi- 
tants dwelled within the same limits. Also, the 
December, 1942, city directory lists 99,000 
residents against 77,000 people who were in- 


cluded in the 


1941 city directory. Add to 


Beaumont's rapid growth the equally great 
population gains of nearby Port Arthur and 
Orange and you'll readily understand why it'll 
be a wise move to use KFDM today to cover 
the war-busy Sabine area. 


Warne, right, of Amherst College, and 


DEBATE WARTIME ADVERTISING 


Participants in the debate before the Springfield Advertising Club were Colston E. 


president of Consumers Union, and F. 


Allen Burt, left. account executive of Albert Frank-Guenther Law, and professor 
at Boston University. Robert N. Fuller, president of club, stands between them. 


part of the public is widespread and 
deep.” 

Making his only acid comment on 
a speech that provided other oppor- 
tunities, Prof. Burt observed that 
perhaps some economists, too, were 
getting in bad through “half-truths 
and distortions.” 

Dr. Warne declared that, accord- 
ing to his analysis of present-day 
advertising, as few as 10% of the 
advertisers in some media, and per- 
haps as many as 30% in others, 
appear to be aware that we are 
fighting a war. “They are sticking 
to the same ‘buy now, bargain, 
stock up’ appeals they have always 
used. They have not converted to 
the needs of wartime,” he said. 


Warns of Danger 


“If advertisers today prove as 
astute in public relations as they 
have been in sales stimulus,” Dr. 
Warne said, “they will heed the 
signs of the times. It is their busi- 
ness and their responsibility to 
initiate the proposals for curtail- 
ment. If they fail in this responsi- 
bility, their standing with the pub- 
lic will be irreparably impaired.” 

Asked if he would prohibit during 
wartime the advertising for postwar 
sale of consumer durables which, 
according to the best scientific 
studies, require three to five years 
of advertising and consumer cogita- 
tion before the decision to buy is 
reached, Dr. Warne said yes. “The 
demand will be there, ready and 
| waiting,” he explained. “No adver- 
| tising will be needed to convince a 
man that his prewar car should be 
replaced with a new one.” 

Sidestepping a question from the 
| Seer, Dr. Warne declined to com- 
mit himself as to whether he has 
any common grounds for debate 
with Professor Burt, whether he be- 
lieved in the system of free enter- 
prise, free competition, and adver- 
tising, the free speech of business, 
apart from wartime considerations. 
The omission cast a shadow of doubt 
over the “emergency” nature of the 
economist’s proposals, 


More Than Sales Tool 


Prof. Burt presented the case for 
good advertising adapting itself to 
all-out war. “Those of us who have 
made a lifetime study of this sub- 
ject,” he said, “know that advertis- 
ing is far more than merely a sales 
tool. We know it to }e an educator, 
a civilizer, a raiser of living stan- 
|dards, a force that recruits armies 
jand navies, that secures blood 
donors for the Red Cross and that 
sells millions of dollars worth of 
war bonds. Great as is the service 
of advertising during peace, it has 
a greater function during war.” 

Explaining the function of what 
Dr. Warne labels “inflationary” ad- 
vertising, Prof. Burt continued: 
i\“Some of your criticism is due to 
| the fact that many radio announce- 
| ments urge us to buy and eat or 
| drink products which are known to 
|be oversold and which we shall 
| probably not find in our local stores. 


manpower, power, and transporta- 
tion, Prof. Burt pointed out that to 
effect savings here, it would also be 
necessary to eliminate magazines 
and newspapers as a free press. 
“Warne’s argument assumes that 
newspapers and magazines can exist 
independently of advertising,” he 
said. “As a matter of fact, all pub- 
lications are already feeling the 
pinch of the paper shortage, and it 
may become acute. As this hap- 
pens, the publications themselves 
curtail their advertising without any 
advice or restraint from the outside. 


Must Be Subsidized 


“But the serious part of the argu- 
ment is this: no newspaper or mag- 
azine (save for the Reader’s Digest 
type), unless it be subsidized, can 
survive without advertising.” The 
subsidy, Prof. Burt pointed out, 
would come from the government’s 
advertising monopoly — and that 
would be the end of the free press. 

“If the government spent a suffi- 
cient amount of money for adver- 
tising, we might still have a fairly 
free press. This would be, how- 
ever, exactly the principle upon 
which Hitler has based all of his 
success: get the people to agree to 
one small point before you take 
away any large amount of their lib- 
erties.” Quoting an article in the 
advertising trade press, Mr. Burt 
said, “‘In all countries where the 
press is not supported by ample 
advertising, it is venal, subsidized 
by special interests, or dominated 
by the party in power.’” 

In reference to Dr. Warne’s final 
claim that advertising is a _ tax- 
dodging device, Mr. Burt said: “Our 
economist friends claim that the gov- 
ernment is paying for advertising 
insofar as advertisers are  per- 
mitted to make income tax reduc- 
tions to the amount of their adver- 
tising expenditures. This seems to 


me almost like saying that the gov- | 


ernment is paying my office rent and 
my bill for gasoline used in busi- 
ness. However, the law appears to 
be explicit enough that only so 
much of the advertising cost shall 
be allowed as a deduction as was 
used during the previous 12 months, 
or is a fair and reasonable increase 
over that amount. Any expendi- 
ture which is simply used to avoid 
taxes or that, in the eyes of exam- 


a 


| iners of the Tax Division, is not 
|reasonable business expense, <)3)) 
| not be allowed as a deduction. A,_ 


vertisers have no quarrel with that 
principle. Dr. Warne can rest ac. 
sured that the Treasury is already 
alert to protect the people’s interes; 
on that score. 


Catastrophe Possible 


“If we follow the prompting: of 
Consumers Union, and drop oy, 
advertising, let the public forget oy, 
industries, leave them devoid of 
business when the war ends |__| 
then we shall see the greatest catas. 
trophe business has ever witnessed 
We shall see plants shut, men 
thrown out of work, returning «o}- 
diers and sailors without means of 
support, and revolution or civil war 
the only likely solution.” 


Appeal Planned 


in Marmola Case 


Detroit, March 10.—Undaunted 
despite another setback in the long 
court battle over its weight reducer, 
Marmola, the Raladam Company 
planned this week to carry an 
appeal to the Seventh Circuit Court 
of Appeals in Chicago. 

The company will ask the appeals 
court to overrule Federal Judge 
Patrick Stone, who upheld the Food 
and Drug Administration in _ its 
effort to class Marmola as a dan- 
gerous drug. His memorandum 
opinion, to be followed by an official 
decree in the Madison, Wis., court, 
defended the constitutionality of the 
Federal Food, Drug and Cosmetic 
Act; stated that Marmola “is nei- 


|ther a safe, appropriate nor an effi- 


cient remedy for obesity”; held that 
packages of the product seized by 
the FDA were misbranded, and 
ruled that labeling of Marmola is 
false and misleading in representing 
the tablets as a safe remedy for 
obesity. 

Legal experts and medical spe- 
cialists testified before Judge Stone 
in the celebrated “Marmola case,” 
which grew out of the seizure by 
the FDA in 1941 of a number of 
packages of the weight reducer. 

In a separate action, the Federal 
Trade Commission has won a Su- 
preme Court verdict for an order 
which closes the door to advertising 
of Marmola for self-medication use, 
but final action must await the com- 
pany’s appeal to the higher courts 
in the FDA seizure case. The weight 
reducer has figured in the * courts 
for more than 15 years, and was 
instrumental in starting the cam- 
-paign for amendment of the food 
and drug law. 

Marmola attorneys had claimed 
that labeling of the package makes 
it clear who should take the product 
and how it should be used. They 
also charged the FDA with attempt- 
ing to drive all self-medication 
products from the market. 


Meyer Named Director 

Lawrence E. Meyer, advertising 
manager of International Cellucot- 
ton Products Company, Chicago, has 
been elected a director of the com- 
pany. 


| National 
| has joined the New York staff of 
| McCann-Erickson, Inc., as a radio 
|time buyer. 


Joins McCann-Erickson 
John Donaldson Jr., formerly with 
Broadcasting Company, 
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|e t let yop consumers forget yo.:! $s 
ai Se low-cost car advertising for the i i 


| This advertising is not really being | 
used with the hope of stimulating | 
immediate sales. You can’t sell 
goocs which are non-existent. What | 
|the advertiser is trying to accom-| 
plish is to keep the name of his| 
product everlastingly before the 
public. This keeps the company on | 
its toes to maintain its standard of 
quality. It boosts the morale of 


employes who like to feel they are 
working for a live firm that is not 


gaunt Pace 
- ” ; 
or ” ow 
- 
a7 
on its last legs.” 


a 
Answering Dr. Warne’s argument “ ; 
| that advertising is wasting precious 


BEAUMONT, 


BLUE NETWORK, 560 


MEANS BUSINESS 
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** Magnetized ._ drawing people and industries from other sections! 
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ruel oil isn’t the only thing that’s 
in short supply. — Electricity and 
natural gas are being given careful 
study in Washington now and you 
can expect that if the situation gets 
tighter, one of the first things to be 
hit will be what WPB calls the 
“fossier” uses of electricity, defi- 
nitely including high-power win- 
gow lighting installations, advertis- 
ing spectaculars, etc. They estimate 
that elimination of even the flossiest 
layer would save 2 million tons of 
coal and probably a million barrels 
of oil. ° . e 

Official Washington knows that 
the war isn’t over, and you can’t get 
a prediction as to the possible date 
any more, but both military and 
civilian agencies exude more confi- 
dence in the final outcome than ever 
before. 

* * * 

The Treasury is sweating about 
the slow rate at which income tax 
returns are being filed. It probably 
won’t admit it, but it will be reason- 
ably happy if 75% of those affected 
get their returns in by the day this 
appears in print. No crackdown on 
the laggards is anticipated for the 
time being, but a lot of people will 
probably be “invited,” in one way 
or another, to hustle along with 


their returns. 
ea ca 


Publishers are being warned 
about overoptimistic outlooks on the 
paper situation. 


cut was a deferment, and not a can- 

celation. 

six months is extremely uncertain. 
a * * 


OPA’s new boss, Prentiss Brown, 
looks with favor upon the use of 
price ceilings only for cost-of-living 
items, and would like to simplify 
his job by forgetting about a lot 
of luxury items. He sees no point 
in a price ceiling on a $5,000 auto- 
mobile or a $10,000 fur coat, or any- 
thing else that has no particular 


(THE WAGE EARNERS’ 
FAVORITE MAGAZINE) 


Gives you 
these 


“EXTRAS” 


I Most Wage Earners at Least Cost 
2 Highest Average Ad Readership 
% Record Pass-Along 

4 Least Duplicated Audience 

% Cover-to-Cover Readership 
Moves with the Payrolls 


atic Those who ought /he’ll be well versed in the govern- 
to know insist that the deferment | ment side of the advertising picture. 
of the projected April 1 newsprint) Ted Repplier, formerly with Young 


|& Rubicam, has been offered the job. 
The outlook for the last | 


| 


| 


|}an intensive advertising drive de- 


| 
| 
| 


| 


End?” 


|of one extra pound of butter by each 


effect on the general cost-of-living 
level. 
* * * 

Lou Maxon, agency chief, has 
definitely emerged as the top man 
under Brown in the OPA setup, 
and will have a major hand in the 
agency’s policy making. One of the 
things this probably means is that 
OPA’s tasks will be developed along 
marketing lines, with definite efforts 
being made to sell the reasoning and 
the necessity for its acts both to 
Congress and the public. Inci- 
dentally, if you know a good substi- 
tute for the word “rationing,” you 
might be able to sell it to the head 
men. 

* * * 

Washington administrative agen- 
cies are all chafing at the bit as far 
as printing is concerned. They can't 
buy printing outside the Govern- 
ment Printing Office unless they get 
a waiver from GPO, and naturally 
these are a little difficult to get. 
The GPO does a good job, but it’s 
swamped, and “rush” stuff is likely 
to take a month or more to go 
through, with the result that in 
many cases projected plans are 
thrown off schedule. It’s a safe bet 
that private printers would get a 
lot of business direct from various 
branches of the government if the 
waiver rule were waived. 

* a * 

The Advertising Council’s office 
in Washington will shortly acquire 
anew man. The expectation is that 


Close to the council and to President 
Chester LaRoche, Repplier has been 
doing a bangup job in one of the 
toughest of government assign- 
ments, the War Manpower Commis- 
sion. 
* * = 

One result of paper restrictions 
has been development of a neigh- 
borhood second-hand market for 
current copies of Life. Some corner 
newsdealers offer their regular cus- 
tomers from four to six cents for 
their copies if returned to the stand 
within two or three days of the date 
of issue. 


* * 7. 
Marvel cigarets are achieving na- 
tional distribution and_ entering 


magazines after nearly a decade of 

infiltration into major cities through 

use of spot radio. 
* * * 

Department of Agriculture of- 
ficials were worried about the un- 
expected disappearance of 30,000,000 
lbs. of butter from apparent stocks 
late in 1942, as shown by statistics, 
until an experienced food marketing 
executive pointed out the prob- 
ability that rising purchasing power 
might have resulted in the purchase 


of the nation’s 30 million consum- 
ing families. 


$2,500 Contest 
to Spark Helbros 
Advertising Drive 


New York, March 11.—The Hel- 
bros Watch Company will release 


signed to mobilize the war savings 
stamp sales efforts of retail jewelers 
throughout the country early next 
month in magazines, newspapers 
and business papers. 

To spark the sale of $5,000,000 
in stamps, the campaign will fea- 
ture a $2,500 prize in bonds for the 
winner of a contest centered around 
the question, “When Will This War 


Ray-Hirsch Advertising Agency 


Pull Advertising 
in N. Y. Times’ 


(Continued from Page 1) 


approximately 10% was announced | 
by the New York Daily News in 
February. It was pointed out that 
no other paper competed directly 
with the News in circulation or 
advertising rates, while all of the 
other dailies were in competition 
with the Times. 

One department store spokesman 
suggested that the Times should 
have increased circulation rates in- 
stead of advertising, passing the cost 
along to readers instead of business. 
Another suggested that the Times 
save money by reducing society 
pages and other news columns. 

Publishers of the Herald Tribune, 
Journal-American, Mirror, Sun, and 
World-Telegram were silent as to 
their problems and future rate 
plans. T. O. Thackrey, editor and 
general manager of the Post, stated 
that his paper is planning no addi- 
tional increase at this time, pointing 
out that advertising rates had been 


this week. Most bets were on the 
Times. Reasons .. . other papers 
are in the same boat; competing 


papers cannot accept any large vol- 
ume of additional department store 
linage because of the limited supply 
of newsprint; most local broadcast- 
ers have little choice time for sale 
and the department stores are not 
experienced in the efficient use of 
radio. 


Expands List for 
Duraglas Promotion 


To spread the story of the packag- 
ing job Duraglas is doing for vita- 
mins, Owens-Illinois Glass Com- 
pany, Toledo, O., has expanded the 
list of publications which will carry 
a series of advertisements. 

Owens-Illinois, which started the 
series in Collier’s and The Saturday 
Evening Post, has added Business 
Week, Modern Packaging, Sales 
Management, Tide and Time to the 
list. The copy is intended not only 
to stimulate sale of Duraglas con- 
tainers to vitamin packers, but to 
heighten consumer interest in vita- 
min products. D’Arcy Advertising 
Company, St. Louis, is the agency. 


Names Alley & Richards 


boosted last fall, and that the retail 
price had been upped to five cents 
beginning March 1. 


The Boston Consolidated Gas 
|Company has appointed Alley & 
‘Richards as its agency. 


Cola bottler in the Detroit territory, 
began sponsorship March 9 of Ty 
Tyson’s sports review on Station 
WWJ. The program is heard Tues- 
days and Thursdays, 6:30 to 6:40 
p. m. Simons- Michelson is the 
agency. 


Seven Join AFA 


The following have been elected 
to membership in the Advertising 
Federation of America: Station 
WHEC, Rochester, N. Y.; Dry Goods 
Journal, Des Moines, Ia.; Allen & 
Reynolds, Omaha agency; Shaffer- 


Brennan-Margulis Advertising Com- 
|pany, St. Louis; Walter Field Com- 
|pany, Chicago; and the Charleston 
Post and News and Courier. 
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Price Lists 


Typesetting Always cle: 


monotype. Standard and spec 


to produce any type of printing 


master pressmen 


ing, machine covering and specia 


handles the account. 


Limit Beer Shipments 


The Interstate Commerce Com- 
mission last week ruled that refrig- 
erator cars may not be used to 
transport beer from the Midwest. | 
The only exception is when there | 
are cars on hand which have been | 
unloaded and might make a return 
trip empty unless loaded with beer. | 
On Feb. 20 the ICC ordered a cut 
of 50% in the number of beer ship- | 
ments made in refrigerator cars. | 


Appoints H. E. Hudgins 


| 
| 
| 


Tom Moore Distillery Company, 
Bardstown, Ky., 


division of Wm. 
Jameson & Co., 


has appointed 


| H. E. Hudgins Company, ee 


agency. 


matter direct from Chicago 
distribution. The facilities of 


presses print, 


Telephone 
WABash 3380 


OUR SPECIALTIES 


General Printing 


desired, from our own machines and type foundry 
Presswork We have the most modern presses 


Color presses, one or more colors, operated by 


Binding Any type of binding, machine gather- 


this modern equipment gives economy 


mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 


CATALOGUES 
PUBLICATIONS 
GENERAL PRINTING 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
(The former Rogers €2 Hall Co. Plant) 


Catalogues Publications te 
Booklets Paper Covered Books , 
Flyers House Organs 

Proceedings Convention Dailies 


an linotype and 
ial type faces, if 


Management. 


job economically. 


Quality, Serv 


many printing 
vertising and 


i trimmers. Again 


Mailing If desired, we mail your printed 


the central point of 


our binding and 


large or small. 
obligation. 


PRINTING PRODUCTS CORPORATION 


eee Printers 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill. 


Excellent Quality 
Due to— Modern Equipment and Master 


Quick Delivery 


Due to—Modern Automatic Machinery — 
Day and Night Service. 


Due to—Superior Facilities and Efficient 


Satisfied Customers 

rice and Economy in good 
printing keeps all satisfied. We have solved 
g, publication, catalogue, ad- 


SOLVE YOUR PROBLEM. 


IN OUR SPECIALTIES 


Let us estimate your printing needs — however 


LOCAL 


Right Price 


mailing problems. LET US 


WE EXCEL 


Estimates place you under no 


Dun & Bradstreet, Inc. Rates 

Printing Products Corporation 

and Associates over $1,000,000 
Highest Credit 
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ADVERTISING AGE 


Local Appeals to 
Tackle Critical 
Labor Shortages 


(Continued from Page 1) 


promotional packages. The council, 
through the various associations in- 
cluded in its membership, will enlist 
the cooperation of local advertising, 
publicity and media talent to assist 
the government officials in solving 
the problems of a peculiarly local 
nature. 

Included in the campaign port- 
folio are six suggested full-page 
newspaper layouts, several 100 and 
200-line advertisements, radio com- 
mercials, posters, a variety of other 
promotional aids and complete or- 
ganizational data. 

Not only patriotic in appeal, the 
advertisements will be highly 
factual and local in treatment. The 
acceptance of war jobs will be dra- 
matized as a symbol of women’s 
rise to rightful recognition in so- 
ciety. Localized copy will show 
how Many women are needed, 
wages, hours, working conditions, 
transportation and safety facilities 
and provision for day care of chil- 
dren. 


LAUNCH MANPOWER 

DRIVE IN RHODE ISLAND 
Providence, R. I., March 10.— 

Hard pressed by the critical man- 

power shortage, 20 manufacturers 

here have jointly inaugurated a 

$3,500 advertising drive using full 


—_— NAMES um, 
ADDRESSES 


COUNTY AGENTS 


HOME DEMONSTRATION AGENTS 
OTHER AGRICULTURAL LEADERS 
COMPLETELY REVISED UP-TO-DATE 


If your business is in the Agricuttural field, 
you will find this accurate information very 
valuable. 28 years of Publication. Contains 140 
Pages. Price $5.00 postpaid. Just off the Press. 
Mailing Now. 


COUNTY AGENTS DIRECTORY 


W. Jackson Bivd. Chicago, til. 


March 15, 1943 


WORK OR FIGHT 


NAB to Help Small 
Stations with New 
Case History Book 


New York, March 10.—A working 
exchange of sales ideas and infor- 
mation among all the sales managers 
of the National Association of 
Broadcasters, besides distribution of 
a new case history book, were 
adopted yesterday as a means of 
overcoming problems of small sta- 
tion operation. 

At the initial session of the NAB 
sales managers’ executive commit- 
tee meeting, it was declared that 
these actions were precipitated by 
"a the economic situation which has 


= 
VOLUNTEER TO DO YOUR PART IN THE 
WORLD'S GREATEST INDUSTRIAL ARMY 


=~: | | arisen in the industry, with par- 
alkzeewenees.,. § ticular reference to small stations 
REGISTER NOW ===—||whose operations have been se- 


__.V._S, EMPLOYMENT SERVICE 


Open Cant oF 


verely affected by the war. 

Alluding to the proposed case his- 
tory publication, John M. Outler Jr., 
Station WSB, Atlanta, chairman of 
the meeting, pointed out the ex- 
perience of one tidewater station 
which, by capitalizing on fuel 
rationing, drummed up _ business 
from a furnace and boiler cleaning 
product manufacturer and also from 
other businesses. 


Push Retail Plan 


A resolution was passed, on Mr. 
Outler’s proposal, to move into high 
gear the retail promotion plan for 


Mm Wedmente and FRerntoy 


The United States Employment Service, 

the Manpower Commission and the As- 

sociated Industries of Rhode Island> are 

using full-page newspaper advertisements 

in @ campaign to build the industrial 
army. 


pages in the Providence Evening 
Bulletin, Providence Journal, Paw- 
tucket Times and the Woonsocket 
Call. 

Under the auspices of the United 
States Employment Service, the War 


Manpower Commission and_ the/swinging a larger margin of retail 
Associated Industries of Rhode/| business over to radio. 
Island, advertisements call upon] The sales managers concluded 


every man and woman to either 
work or fight for victory. 
Three insertions are 


their two-day session today with a 
report that the sales picture appears 
encouraging for the majority of 


already 


scheduled, with others being pre-|stations, but that intensive sales 
pared. The campaign may be sup-|effort will be needed to sustain 


plemented later by radio advertis- 
ing. 


Hutzler Adds Accounts 


Edgemont Coal & Cement Com- 
pany and F. H. Bickford Company, 
both of Dayton, O., have appointed 
Hutzler Advertising Agency, of 
that city, to handle their advertis- 
ing. 


Mrs. Peacock Dies 


Funeral services were held in 
Evanston, Ill., March 10 for Mrs. 
Lucille Gibson Peacock, wife of 
Sterling E. Peacock, vice-president | 
of N. W. Ayer & Son. Mrs. Peacock 
died in Miami Beach, Fla., March 5. 


some marginal operators to main- 
‘tain the independence of the na- 
| tion's broadcasting system. 

Mr. Outler said that the optimistic 
report was based on reports that 
available time on many stations is 
gone, and on information from the 
entire industry. 


Seek Uniform Formula 


| The committee approved and 
|passed along to the NAB research 
|committee another attempt at a 
uniform formula for station cover- 
age, based on signal strength meas- 
urements and an analysis of audi- 
ence mail, for which no standards 
were set. The approved definition 
reads: 


if 


Could you handle it?" 


A RESEARCH STAFF 
TRAINED 10 SERVE 
ADVERTISERS and AGENCIES 


A well known advertising agency recently wrote us 
"Our Director of Research has accepted a commis- 
sion in the Navy. Now we are losing his assistant. 
“ie We should like to turn all our marketing research 
over to you for the duration of the emergency. 


“Defined as the physical limits of 


area served; as demonstrated by 
Jactual listening; substantiated by 
evidence of the deliverance of sig- 
nal; and interpreted in terms of 


market data, consisting of popula- 
tion, number of families, radio fam- 
ilies and selected retail sales data. 
The two measurements involved in 
the method are. signal strength 


measurement and audience mail 
analysis.” 

The proposed “Declaration of 
Independence for Broadcasters,” 


piloted by William B. Way, general 
manager, Station KVOO, Tulsa, 
was discussed and tabled for fur- 
ther consideration. 
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Russell, Burdsall 
= |Offers War Posters 

To stimulate production of work- 
ers in the “bits and parts” indus- 
tries, Russell, Burdsall & Ward Bolt 
& Nut Company, Port Chester, 


ta ° h sianment. N. Y., has offered industrial execu- 
oer We could. And we were given the assig |tives a series of posters based on 
28 Because of the increasing demand for marketing " Paige dogpemnnere. currently being run 
rE e research we have recently moved to larger quarters  =«6hVWgO end Uasleces papers. ee 
BA, and have increased our staff. We now have well pee | Each poster is based on illustra- 
5 trained resident field investigators located in every mam (tions in the campaign, but copy is 
s% major market in the United States. We also have a ro altered and reference to Empire 
Ye ¥ field staff in more than 300 smaller cities and towns. Be bolts and nuts is omitted. The 
re War conditions have created numerous new market- a a — parts” workers in the 
ee ing problems. Many manufacturers and advertising 3 me rem wating pron caren 
e . % rs > c > 3 ac é 
agencies have lost most of their research personnel. fm as those of workers in plane, tank 
—_—" . . Rt and g , ‘tion. Jz as 
Our organization is well equipped to carry on the ue hie tetera oon "a 
a whole marketing research program of a manufac- mm agency. ; 
roe? turer, advertising agency, publication or radio station. oS a 
ff 
Counsel on advertising campaigns, merchandising os AT&T Advances Smythe 
: promotions and market analyses. Marketing surveys ie C. B. Smythe, for the past 12 
and copy testing. Pa years trademark service manager 
FY: of American Telephone & Telegraph 
a Company, New York, has been ap- 
f pointed head of a newly organized 
. C. CHAPELLE COMPANY % department on postwar planning. 


NOT INC, 
Marketing Research and Merchandising 


500 North Dearborn St. Chicago « Whitehall 7731 


Kleiman to Teplitz 

Frederic R. Kleiman has joined 
Henry H. Teplitz, Advertising, Chi- 
cago, production manager. He 
was formerly advertising and pub- 
licity manager of Filmack Trailer 
Company, Chicago. 


as 


a 


The rates for this department 


tives Available,” 
with order. 
$2.75; 1 to 3 in., $4.75 per inch. 


30 cents a line 


The Advertising Market Place 


“Positions Wanted,” ‘‘Representatives Wanted,” and “ 


All other classifications (single insertion rates) : % in., 


i 


are as follows: “Help Wanted,” 
epresenta- 


minimum charge $1. Terms cash 


HELP WANTED 

COPYWRITER 
For Essential Industry 
Are you looking for a spot where you 
can contribute to the War Effort and 
still work full time at the job you 
know best? This leading manufac- 
turer supplies Industrial and Business 
Control Systems vitally needed today. 
You'll be writing direct mail cam- 
paigns, literature, information service 
publications. Your copy will be read 
by top business executives, Govern- 
ment and Military officials. You'll have 
a good job now and bright post war 
prospects ... if you can take hold 


quickly and follow through on your 
own, Good salary. Nice gang to work 
with. Plenty of chance to work your 
own way. Send complete details, in- 
cluding draft status. No samples 
needed yet. Write to “J. L.”... The 
Standard Register Company, Dayton, 


Ohio. 


Chicago publisher wants advertising 
manager. Trade monthly. Must be a 
whiz in type mark up of ad copy. 
Hard work rather than brilliant ideas 
is needed. 

Box 3991, ADVERTISING AGE, Chgo. 
TEXAS — PUBLISHER’S ASSISTANT, 
preferably now holding responsible 
position with small agency or publi 
eation. Wide-open opportunity with 
expanding 5 year old ag trade journal. 
Interest in business is optional. Must 
have ability to take over entire man- 
agement of a new journal after two 
months with us. State type of work 
most proficient in, salary record, ref- 
erences, age, draft status, why quali 
fied for position and why interested in 
San Antonio. Include sizeable snap- 
shot of self, or send shortly. 
Box 4008, ADVERTISING AGE, Chego. 


7 HELP WANTED 
Excellent Opportunity for 
Combination 


PRODUCTION & COPY MAN 
(or woman) 
or Production Man with knowledg> of 
Bookkeeping 


Extensive experience not required 
Willingness to learn and to apply sejr 
and desire to advance, primary regyj_ 
sites. However, should have some 
agency training or equivalent. Adver. 
tiser is moderate sized Chicago agen ey 
fully recognized, sound financia!|\ 
Please write fully, mentioning draj; 
status. Prompt interview granted 
Box 4006, ADVERTISING AGE, © 


Wanted man to handle copy, with coog 
understanding of production, capable 
of following through, by medium 
sized national advertising agejcy 
State experience and salary. 7 
Box 4004, ADVERTISING AGE, Cheo 


- PHOTOGRAPHY 


PHOTOGRAPHIC ASSIGNMENTS 
brilliantly executed anywhere in th, 
U. S. Our net-work of 2,000 photog- 
raphers is tops. Also stock pictures, 
kodachromes all subjects. Free-Lance 
Photographers Guild, Inc., 219 E. 44th 
St., New York City. 


POSITIONS WANTED 


Advertising Executive, agency, indus. 
trial, direct mail experience 20 years 
I increased one mfg. bus. 4 million 
dollars during the depression, held 
increase 12 years. Above draft age 
Top salary required. 

Box 4007, ADVERTISING AGE, Cheo 


JAMES D. HOOLEY 


Boston, March 9.—James D. 
Hooley, New England advertising 
manager of Crowell- Collier Pub- 
lishing Company, died here March 
3 at Cambridge Hospital. He had 
been associated with Collier’s for 40 
years. 


EDWIN B. MERRITT 


Chicago, March 9.—Edwin B. 
Merritt, retired advertising veteran, 
died here March 4, following a two- 
day illness, at the age of 74. He 
started in the advertising depart- 
ment of the Chicago Tribune in 
1900, becoming advertising manager 
of Armour & Co. in 1914. More re- 
cently he had been in New York 
and on the West Coast. 


WILLIAM B. BRAY 


Philadelphia, March 9. — William 
Bernard Bray, 70, retired advertis- 
ing executive, was found dead in his 
office Friday night. For many years 
Mr. Bray was associated with Stew- 
art-Jordan Company, and also 
served in the advertising depart- 
ment of the Philadelphia Inquirer. 


ALARIC M. SMITH 


Crawfordsville, Ind., March 9.— 
Alaric M. Smith, president of the 
Journal and Review Printing Com- 
pany, died here March 6 at the age 
of 83. Mr. Smith, one of the oldest 
newspaper publishers in the state, 
had been in ill health for several 
years. 


ALFRED W. MACBRAIR 


Cincinnati, March 9.—Alfred W. 
Macbrair, for many years associated 
with the old Macbrair Lithograph 
| Company, died here March 5 at the 
|age of 83. 
| Mr. Macbrair was the son of 
| Archibald Macbrair, pioneer Cincin- 
|nati lithographer, who came here 

from Belfast with his family and his 
| unique lithograph press, now in the 
|museum of the Ohio Mechanics In- 
stitute. Alfred was the last member 


|sons in the lithograph business. 


| a 
/LAWRENCE B. WILLIAMS 

New York, March 9.—Lawrence 
|B. Williams, eastern advertising rep- 


|resentative of the American Osteo- | 


|pathic Association, Chicago, died 
|here today, following a prolonged 
| illness. He is survived by his widow, 
who is on the staff of J. M. Mathes, 
|Inc., and a daughter. 


Swift Advances Two 


Swift Canadian Company, To- 
|ronto, has named G. S. Bertram 
|advertising manager, succeeding W. 
|J. Henderson, who has been ap- 
|pointed director of public relations. 
Mr. Bertram has been assistant ad- 
vertising manager for a number of 
years. Mr. Henderson has _ been 
with the Swift organization for 
jover 30 years. 


“ 


Civilian Papers 
in Army Camps 
May Carry Ads 


New York, March 11.—While “of- 
ficial” publications of Army posts, 
camps or stations are _ prohibited 
from carrying advertising by Wa: 
Department Circular No. 55, re- 
cently reported in ADVERTISING AGE, 
civilian papers published “‘in the in- 
terest of the personnel” of a post 
may continue to accept advertising. 

This clarification comes from 
Camp Newspaper Service, Special 
Service Division, New York, which 
adds that the circular will be ex- 
plained further by the War Depart- 
ment. Camp Newspaper Service 
continued: 

“Paragraph 2-a means that no 
civilian-owned paper may state that 
it is the ‘official’ publication of any 
post, camp, station or unit. 

“Paragraph 3 does prohibit civil- 
ian publishers from using the name 
of the post, camp, station or unit as 
part of the name of the civilian 
publication. This camp name is re- 
served for the use of the ‘official’ 
publication.” 

It is also stated that civilian 
papers may not carry the names of 
enlisted personnel on their mast- 
heads if they carry advertising 


Institute Folder 
Explains ‘Black Market’ 


The American Meat Institute, 
Chicago, has started distribution of 
a six-page folder entitled “Sabotaze! 
The Black Market in Meat.” 

The folder explains the current 
situation in the meat industry and 
describes how licensing is expect 
to help crush the growing men: 
of the black market. 


Copy Urges Oil Changes 
Shell Oil Company will adv « 
motorists to change oil every © 
days, even though cars are idle, 
|}an intensive campaign to appear 


series stresses the responsibility of|of the family and the last of the| Business Week, Collier’s, Fortu 


Life, Newsweek, The Saturday E 
\ning Post, Time and business pap¢ 
Initial 1,500-line copy appeared 
|85 newspapers east of the Rock 
J. Walter Thompson Company 
the agency. 


BOOKLETS men 
BETTER 
cost 
LESS 

. IMPROVED OFFSET 
| Laurel LITHOGRAPHY 


COMPLETE COPY & ART DEPARTMENTS 


i 
vient LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW yoRK 
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ADVERTISING AGE 


Or 
ers. 
‘il around. 


more 
oo bad 
ok of the kid i 


'THE KID' GOES TO SEA 


The New Haven Railroad's "Kid" moves from troop train to troopship in this sequel 


appearing in large newspaper space. Re 
famous forerunner ar 


productions of the advertisement and its 
e offered the public. 


Borden Campaigns 
Pledged to Help 


Wartime Projects 


New York, March 11.—With sales | 
up 25.6% from 1942, The Borden 
Company today pledged an increas- 
ing portion of its advertising to 
supporting and explaining wartime 
projects of public interest. 

In a 28-page annual report which | 
detailed graphically and pictorially | 
the impact of two world wars on| 
Borden and its products, the cor- 
poration bluntly pointed to the| 
problems of “squeezes” between the | 
administrative rulings of different | 
government agencies which per-| 
mitted rising fluid milk prices and | 
kept a lid on processed foods, as| 


well as emphasizing the importance | industry. 


of creating reserves for wartime 
contingencies and transition to a 
peacetime policy. 


Offers ‘Policy Statement’ 


A policy statement on “Wartime 
Advertising” follows: 

“During the first war year Elsie, 
Borden’s unique trade character, 
continued to tell consumers about 
“her” products, but with a differ- 
ence. More and more, in print and 
in person, she lent her support to 
important government projects such 
as war bonds, civilian defense and 
the national nutrition program. 

“Her efforts in behalf of vital 
war causes will continue in 1943 and 
she will contrive at the same time 
to keep the Borden name fresh in 
the minds of her public, even though 
Borden products may not be as 
plentiful as in the past. 

‘The company believes in the 

ntinuance of its advertising in 
times of war and even of scarcity. 
Trade names are valuable assets, 

nd must be protected against de- 
preciation, just as other properties 

{f the stockholders. Furthermore, 
luring periods of shortage, customer 
problems become acute, and adver- 

ng offers the means of explaining 
y service has been curtailed, why 
ducts are difficult to get and how 
use most effectively and eco- 
nomically the limited supplies which 
‘ available. 


Government Expects Aid 


‘Finally, the government prop- 
looks to business to use its 
vertising, in part at least, to sup- 
and explain urgent wartime 
jects of public interest. Elsie 
il continue, therefore, to depart 
mewhat from her single-minded 
d vigorous product selling to speak 
behalf of those projects which 
Ww concern her, such as wartime 
nutrition, Victory gardens, point 
tioning and manpower on the 
rm ” 


Sales of $325,350,306 for 1942 


compared with $259,128,814 for 1941, 
a gain of 25.6%. 

Despite the $65 million increase 
in sales, net income after taxes rose 
only 109 thousand dollars. Net in- 
come for 1942 was $8,379,654.15, or 
$1.91 a share. 


Believe N. Y. Milk 
Program Doomed to End 


Proponents of New York state’s 
milk advertising saw little hope last 
week that the program could be 
continued after March 31, following 
a conference with Gov. Thomas E. 
Dewey. 

An official delegation from the 
State Grange, agriculture society 
and dairymen’s associations ap- 
pealed to the governor to continue 
the campaign, contending that “self- 
ish interests” were sabotaging the 
The governor, however, 
gave no indication of changing his 
opposition to the program started 
in 1934. Bills winding up the cam- 
paign March 31 were expected to 
pass the legislature and be signed 
by the governor shortly. 


WOR Lists Ten Top 
Agencies During ‘42 


WOR, New York, has released a 
list of the ten top advertising agen- 
cies that used the station during 
| 1942, in order of their expenditures. 
Ruthrauff & Ryan led off, with 
| Young & Rubicam placing second, 
|the same order they occupied in 
1/1941. The remaining eight agencies 
jin order are Erwin Wasey & Co.; 
Neff-Rogow; J. Walter Thompson; 
Batten, Barton, Durstine & Osborn; 
Newell-Emmett; Compton Advertis- 
ling; Franklin Bruck and Arthur 
| Rosenberg. 


Buick Issues Record 
of Wartime Production 


The story of Buick in wartime is 
| told impressively in a 20-page book, 
|104%x14, just off the press. Printed 
lon enameled stock and profusely 
|illustrated, the book is a graphic 
presentation of the company’s war- 
time activities comprising some 30 
separate war production operations. 

Distribution of the book is being 
made to the public through Buick 
dealers and to employes of Buick 
plants. A total of 150,000 copies 
have been printed. It was produced 
by Arthur Kudner, Inc., the Buick 
agency. 


Schwartz Appointed 


Morton H. Schwartz has been ap- 
pointed director of advertising and 
sales of Lacquer and Chemical Cor- 
poration, Brooklyn. He was for- 
merly advertising and sales promo- 
tion manager of A. C. Horn Com- 
| pany, Long Island City. 


Roper Expands | 
Media List for 
1943 Campaigns 


(Picture on Page 43) 


Rockford, Ill., March 10.—Advice 
to buy bonds now for the purchase 
of postwar Roper gas ranges, and 
to conserve existing equipment and 
fuel, will be incorporated in the 
1943 advertising program of Geo. D. 
Roper Corporation. 

Although the company is busy 
with ordnance manufacturing and is 
temporarily out of the consumer 
market, it has added two national 
magazines, Holland’s and Sunset, to 
the five on its 1942 schedule, Ameri- 
can Home, Better Homes & Gardens, 
Good Housekeeping, House Beauti- 
ful and House & Garden. Black and 
white quarter-pages in consumer 
media will be keyed to the war 
tempo and will push the national 
nutrition program as well as war 
bonds and conservation. In all, an 
estimated 17,000,000 Roper messages 
will appear during the year. 

Roper advertising will reach the 
home economist through a series of 
half pages in What’s New in Home 
Economics and similar space will be 
employed in Hardware Age. A 
series of quarter-pages in Architec- 
tural Forum will be counted on to 
reach architects, builders and deal- 
ers who will have a hand in supply- 


ing the postwar demand for new 
dwellings. Business papers serving 
the gas field and Retailing Home 
Furnishings also are on the 1943 list. 
Full pages in two colors will be 
used in the former publications. 

The campaign is designed for two 
primary purposes, according to 
Roper officials. The first is to aid 
the war effort wherever possible. 
The second is to keep the public 
thinking about ranges and thereby 
create a ready acceptance for the 
postwar Ropers when production 
can be resumed. 

Bozell & Jacobs, Chicago, handles 
the account. 


Joins Fran Murray 

Helen E. Gordon, advertising 
manager of the Stearn Company, 
Cleveland department store, for the 
past five years, has joined Fran 
Murray, Inc., Cleveland agency, as 
account executive and assistant to 
the president. 


Babcock to ‘McCall's’ 

Ray Babcock, formerly advertis- 
ing manager of Rap-I-Dol Distribut- 
ing Corporation, New York, has 
joined the promotion department of 
McCall Corporation. 


Evening Papers Meet 

Representatives of evening papers 
of the United States and Canada 
met at Milwaukee March 9 to dis- 
cuss their special problems. 


| Jordan Appointed 


J. J. Jordan has been appointed 
director of customer relations of 
True Alloys, Inc., Detroit, manufac- 
turer of bronze and aluminum prod- 
ucts. He was formerly with the 
sales division of Federal - Modul 
Corporation. 


Joins ‘Home Companion’ 

Chester McSpadden, formerly ad- 
vertising manager of the A. E. Net- 
tleton Company, Syracuse, N. Y., 
has joined the promotion depart- 
ment of Woman’s Home Companion, 
New York. 


Mason & Co. Appoints 

Mason & Co., Chicago, has ap- 
pointed United Advertising Compa- 
nies to handle its advertising. 
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—of Planning 


Your Red Cross operates a vast planning program to enable it to 
be ready for any disaster or emergency anywhere—whether it 
comes in the Americas, Europe, Australia, Asia, or Africa. 


—of Organization 


Your Red Cross is responsible for the smooth operation of 3,750 
chapters and 6,000 branches, all engaged in the same enterprise 


of helping all who need help. 


—of Personnel 


The Red Cross has Problems 


like your own 


Your Red Cross has tripled its staff since Pearl Harbor and has 
had to enlist the aid of and train over 6,000,000 volunteers in the 
principles of First Aid, Water Safety, Accident Prevention, 
Home Nursing, Nutrition, Nurse’s Aideing, Mass Feeding, 
Motor Mechanics, and other subjects allied to our country’s 
war effort. 


—of Production 


Your Red Cross is not only one of the world’s foremost pur- 
chasers of supplies, but it has the immense distribution job of 
collecting millions of items from 10,000 different communities in 
the United States, assembling and storing them, and then ship- 
ping them to practically every country in the world. Last year 
your Red Cross shipped some $60,000,000 worth of food, cloth- 
ing, and medical supplies to over 20,000,000 homeless people in 
foreign countries. 


—of Finance 


Your Red Cross, whose war-time and post-war expenses will run 
well into hundreds of millions, must account to the public for 
every penny it collects and puts to work. Its accounts are 
audited annually by the U. S. War Department. 


The Red Cross faces the same problems as are in your business. With 


your support it can successfully meet them. 


The Second War Fund is greater than the First, but no greater than the 
increased needs. 


Business men can help with time and with money, as organizations and 
as individuals. 


March is the Red Cross month...Cooperate with your Red Cross Chapter. 


Your Dollars help 


AMERICAN 


make possible the 


RED CROSS 
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One Radio for 
FM, Television, 


Facsimile Seen 


Washington, D. C., March 10.—An 
intriguing picture of broadcasting 
in the years after the war — “we 
don’t know how many but I would 
guess it is not very far around the 
corner”—was painted by Chairman 
James L. Fly of the Federal Com- 
munications Commission here at a 
press conference Monday. 

“This business of having tele- 
vision, standard broadcasting, FM, 
facsimile and separate receivers and 
separate services will all be washed 
out,” he said, “and we will have one 
very thorough-going and efficient 
broadcasting, probably based upon 
the best of the developments we 


have to date and those we get out of 
the war in the FM field and in tele- 
vision, perhaps including color tele- 
vision. 

“Radio relay problems are pretty 
well licked now. It would naturally 
be chain operation because of the 
programming costs... You will have 
only one receiver, with highly ef- 
ficient FM operations as a basis and 
then at appropriate hours the tele- 
vision programs. Every hour or so 
you will come down and tear off 
your news reports. We have been 
in the horse and buggy days up to 
now.” 

Yesterday the FCC rejected a pro- 
posal that standard broadcast sta- 
tions be permitted to cease operation 
for the duration of the war and re- 
tain their licenses, but declared that 
the policy of permitting temporary 
suspensions for short periods to al- 
leviate emergency conditions will be 


continued. Other steps to alleviate 
difficulties of small stations, includ- 
ing the provision that some may be 
allowed to operate as few as six 
aours a day, are also being taken. 


Form Hammond-Goff 


Carlton Goff, formerly secretary 
of Gordon Schonfarber & Associates, 
Providence agency, has joined Alden 
M. Hammond, Providence. The new 
agency, which will be known as the 
Hammond-Goff Company, has been 
appointed to handle the advertising 
of Rhode Island Tool Company, 
Providence. 


Joins ‘Metals & Alloys’ 


William Fountain, formerly with 
the Gillette Publishing Company, 
has joined Metals & Alloys, New 
York. 


Agency Man’s Son 
Reported Prisoner 


Maurice H. Needham, president of 
Needham, Louis & Brorby, Chicago 
agency, has been notified that his 
son, Ensign John Needham, is a 
prisoner of the Japanese in the 
Philippines. He was reported mis- 
sing May 6, 1942. 

Young Needham, 27, was commis- 
sioned an ensign late in 1940 and 
was assigned to the U. S. S. Luzon, 
which reached Cavite Dec. 4, 1941. 


Names Keelor & Stites 


Ficks Reed Company, Cincinnati, 
maker of Kane Kraft and Century 
Cypress furniture, has appointed 
Keelor & Stites Company, Cincin- 
nati, as advertising counsel. Maga- 
zines, business papers and direct 
mail will be used. 


W e know of no other 


newspaper which can 
match this coverage 


es 


Columbia Pictures 
fo Use Radio in 
Picture Promotion 


New York, March 10.—Columpbj, 
Pictures will spend approximately 
$150,000 for an intensive spot radio 
campaign over 53 major network 
stations for eight weeks to launch 
its principal picture of the year, 
“The More the Merrier.” 

Jean Arthur, Joel McCrea ang 
Charles Coburn are co-starred in the 
George Stevens production. Specia} 
dramatized transcriptions, which 
will attempt to capture the Vitality 
and spirit of the picture, will be 
featured as commercial announce- 
ments in 15-minute news programs. 

The spot campaign will run for 
six weeks prior to the national re- 
lease of the picture on May 15. The 
first week following May 15 the pro- 
grams will feature the first run 
theaters and the second week, 
appearances at neighborhood houses, 

Stations included are WFBR, Bal- 
timore; WEEI, Boston; WGR, Buf- 
falo; WSOC, Charlotte, N. C.: 
WGAR, Cleveland; WJR, Detroit: 
KNX, Los Angeles; WREC, Mem- 
phis; WABC, New York; KOMA, 
Oklahoma City; WCAU, Philadel- 
phia; WCAE, Pittsburgh; KGO, San 
Francisco; WOL, Washington, D. C. 
Key stations will also be used in 
Akron, Allentown, Atlanta, Birming- 
ham, Chicago, Cincinnati, Cleveland, 
Columbus, Dallas, Dayton, Des 
Moines, Ft. Worth, Hartford, Har- 
risburg, Houston, Indianapolis, Kan- 
sas City, Louisville, Milwaukee, 
Minneapolis, Nashville, New Haven, 
New Orleans, Omaha, Portland, Me., 
Portland, Ore., Providence, Rich- 
mond, Rochester, Salt Lake City, 
San Antonio, Seattle, Springfield, 
Mass., St. Louis, Syracuse, Toledo, 
Tulsa, Worcester and Youngstown. 

In many cases, where Mutual 
stations are scheduled, local cut-in 
announcements will be used on the 
time of Fulton Lewis Jr., Washing- 
ton commentator. 


Vick Renews “Dr. I. Q.” 


Vick Chemical Company has re- 
newed the quiz show, “Dr. I. Q.,” 
on the full NBC network for three 
of its products, Vitamins Plus, Vapo 
Rub and Va-tra-nol, effective Apri! 
5. The contract runs for 26 weeks. 
Grant Advertising, Inc., is the 
agency. 

Pabst Sales Company will launch 
its initial campaign for Pabst Blue 
Ribbon beer over 104 CBS outlets 
on March 27. Titled “Blue Ribbon 
Town,” the program will be a vari- 
ety show heard Saturday evenings 
from 10:15 to 10:45, EWT. Screen 
comic Groucho Marx headlines the 
new show. 

Warwick & Legler is the agency. 


Dictograph Takes Air 


The Dictograph Corporation will 
return to network radio after a 10- 
year absence when it begins a five- 
minute dramatic program on the 
Blue Network March 20 to promote 
its Acousticon hearing device. The 
program will be heard Saturdays at 
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Wruck to Head 
Cepro Division 


George T. Wruck has resigned « 
advertising manager of the John fF 
Jelke Company. Chicago, to man- 
age the Cepro division of the Rahr 
Malting Company, Manitowoc, Wi: 

The division is merchandising 4 
roasted barley malt, Cepro, wit 
copy and sales material adding th: 
timely appeal that the new drin! 
makes an excellent coffee stretche! 
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All This and St. Louis, Too 


The Globe-Democrat’s Circulation Is Now the Largest in Its History at Present Selling Prices 
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‘PAINTRIOTIC' THEME TO BE USED 


HE PAINIRLOTIC 


REVIEW 


ACCEPTS AWARD 


OF THE WEEK 


PROTECTING A POSTWAR MARKET 
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which retains the familiar label.. The campaign, which will start March 21, will 
appear in color in full-page and 3/5-page units in This Week Magazine and in the 
magazine sections of the First Three Markets Group. (Story on Page 4.) 
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been appearing in national magazines, with the Red Cross drive for enlistment 

of four million more blood donors than were needed in 1942. Bennett Moore, 

‘eft, vice-president of the company, presents the new poster to Sadie Crawford, 

nurse's aide, and Dr. G. Canby Robinson, national director of the Red Cross 
blood donor service. 


Nash-Kelvinator Corp., finding it had struck a responsive chord not only with men in the services but also with the home 

folk, with the newspaper copy captioned “Until | Come Back,” followed up with the sequel shown at the right. “When You 

Come Back to Me” is dedicated to those left at home who are “keeping the same America” the fighting men knew before 
they went to war. 
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His MOTHER was the only 
person who understood from 
the start the kind of mind 
Thomas Edison had. 


The boy’s head was so big, the doctors feared 
brain trouble. His father worried about his stupid- 
ity. When, at 9, he started to go to school, the 
teacher declared he was “addled.” 


His mother then made up her mind to teach 
him herself—by reading with him. 


Before he was 12 he had read Gibbon’s Decline 
nd Fall of the Roman Empire, Hume’s History of 
England, Burton's Anatomy of Melancholy, the Dic- 
tionary of Sciences—and had even tried to struggle 
through Newton’s Principia. 


He developed a taste, a passion for reading 
which increased through the years. Reading fed 
his mind, stimulated his wonderful gift of imagi- 
nation, touched his inventive genius into flame 
at a thousand points. 


“If ever there was a man who tore the heart out 
of books, it was Edison,”’ wrote his biographer. 
y r 7 
THERE IS NO GREATER SOURCE of wealth to a nation 
than the habit of reading among its people. Not every 


man is an Edison, who can create, by his genius, mate- 
rial wealth alone amounting to sixteen billions. But 


On October 21, 1879, Edison carbonized a cotton 
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thread, bent it into a horseshoe loop, sealed it in a vacuum within a glass globe, and 


77 


turned on the electric current—and the incandescent light was born. In twenty years its industrial value had become $750,000,000. 


through reading, every man, woman and child immensely 
multiplies a natural power to create and produce. 


In more than 7,500,000 American homes today, this 
great fructifying influence is exercised by The American 
Weekly. 


Its stirring stories of real life—tales of love and crime 
and human passion, mystery and adventure—bring to 
millions of hard-working Americans the same thrill 
and satisfaction and release from toil that the great in- 
ventor found in his life-long enjoyment of “human in- 
terest” stories. 


Its vivid, stimulating articles on popular science, on 
history, biography, medicine, art, religion, are written 
with a clearness and accuracy that would have delighted 
a mind like Edison’s. He got his first job of “peanut 
butcher” on trains in order to earn money to buy just 
such literature. 


So complete is the authenticity of every one of these 
articles in The American Weekly that copies are used 


Greatest 
Circulation 


in the World 


READING...his only school... 
now millions read by his LIGHT 


every day by instructors in schools and scientific insti- 
tutions all over the country. 


Who can measure the vast productive power of this 
mighty magazine which is distributed from coast to 
coast through 20 great Sunday newspapers? 


7 y 7 


The national advertiser who associates his product 
with such a towering institution is tying it up with 
the greatest force known in advertising. He is making 
his advertising message, like the rest of The American 
Weekly, the week-after-week reading HABIT of more 
than 7,500,000 families. 


Cock-A-Doodle-Doo! 

Baws The months of January, February and March each 

, " recorded the largest advertising revenue ever re 
corded for any January, Feb-vary or March in the his- 
tory of The American Weekly. 

= To our clients—large and small—our grateful and gen- 
vine appreciation for this gnition of the d 
with the greatest readership in the world 


THEA ERICAN 
WEEKLY 


“The Nation’s Reading Habit’ 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Buoc., Crrcaco . . . 5 Wivrunor Squans, Boston ... Ancans Bupc., St. Lours ... Hanna Bupc., Cisvetann 
Generat Morons Bunc.. Deraorr... 101 Manrerra St.. Artanta. .. Evtson Bupc.. Los Anceres... Haanst Bunc., San Faancisco 
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